TWO ISSUES THIS MONTH—ALWAYS FIRST WITH PROFIT IDEAS, NEWS JANUARY 18, 1960 





Hardware Jobber Turns to Lumber Dealers 


—see ‘‘Hardware Business,’’ a new monthly report, page 44 


Getting More for Advertising Dollars 


—tested ideas you can use, page 86 


30 Model Rooms in Three Retail Showrooms 


—master home improvement dealer, page 34 
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DEALER SALES CONTROL 
See page 5 











Atlas Design 


Byron Design 


The exact thickness of baked transparent coating is checked by electronics — just one of 
the checks which guarantee the best quality protection of the famous Dexter jewelers finish. 


A Cascade Design 


Quality design, craftsmanship, materials .. . 
DIT AILOCK 


quality that’s built into every Dexter lock, quality sev DEXTER 


so uncompromising it has placed Dexter locks 
DEXTER LOCK DIVISION 


among the world’s finest. Quality that sells! Dexter Industries, Inc. — Grand Rapids, Mich. 
In Canada: Dexter Lock ynadc d., Galt, Ontario 

In Mexico: Dexter Locks, Plata Elegante 
Monterrey, Dexter locks are also manufactured in Sydney 


Australia and Milan, Italy 


BUY DEXTER 
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... with BROWN’S MCC We closet lining 


Keep your fingers on the profit pulse ... with Brown's 
SUPERCEDAR closet lining. Tongue and grooved and end matched, 
Brown’s SUPERCEDAR is available in five face widths in 
4 and 8 foot bundles. Your customers will love how easy it is 
to install a cedar-lined closet ... with Brown’s SUPERCEDAR. 
You’ll love the way Brown’s SUPERCEDAR pushes 
sales... with greater profits for you. 
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Gentlemen 
Please send me your tolder on Brown's SUPERCEDAR 


NAME 
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R E D C E DA R for WEATHER-RESISTANT SIDING... 


one of the dependable, right-for-color woods of the WESTERN PINE REGION 


RED CEDAR resists moisture, decay, 
shrinkage and swelling. It works easily 
—takes stains, paints and varnishes 
readily. Strong, durable and an excel- 
lent insulator, Red Cedar is the perfect 
siding for any climate. And because it 
is milled in a variety of patterns, and is 
available in both smooth and rough sur- 
faces, there is a style of Red Cedar sid- 
ing to match any architectural design. 
For sheathing and subflooring, too, 
suggest Red Cedar. 


DEPENDABLE Red Cedar from the 
Western Pine Region is milled, sea- 
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soned and graded to rigid standards. 
Association mills are ever improving 
and expanding their facilities to provide 
even more consistency and uniformity 
in the manufacture of the naturally fine 
woods of this region. 

You can recommend Red Cedar with 
complete confidence. 


RIGHT-FOR-COLOR One idea can sell 
more paneling. Make your idea panel- 
ing of Red Cedar finished in color. It’s 
a custom touch recognized by readers 
of American Home and Better Homes 
& Gardens, where rooms like the one 





above are appearing in full-color adver- 
tisements rooms paneled in the 
right-for-color woods of the Western 
Pine Region. 


Western Pine Association 


member mills manufacture these woods to high 


standards of grading and measurement grade 


stamped lumber is available in these species 


Idaho White Pine - Ponderosa Pine + Sugar Pine 
White Fir + Incense Cedar + Douglas Fir + Larch 
Red Cedar - Lodgepole Pine + Engelmann Spruce 


TODAY'S WESTERN PINE TREE FARMING GUARANTEES LUMBER TOMORROW 
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WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 





Something to 
think about... 


* When jobbers defend themselves 
against attacks by both dealer and man- 
ufacturer, they invariably say: “Our ex- 
istence is justified because we perform 
the necessary function of maintaining 
inventories which could not be as effi- 
ciently warehoused by either dealer or 
manufacturer.” 

Nobody can effectively argue about 
the need for a warehousing function. 
This function costs money and certainly 
the jobber earns his discount or markup. 

But many manufacturers are adding 
another requisite to qualify for a dis- 
tributor discount today. They say that 
a wholesaler or distributor must earn 
his functional discount on the basis of 
inventory volume. 

In other words, in their view, the 
wholesaler who buys in limited quanti- 
ties is not really performing his function, 
which is to maintain adequate reserves 
on a local or regional level. 

Once this idea is accepted, it then 
sometimes occurs to the producer that 
any business firm, whether it is called a 
wholesale company or not, actually per- 
forms the warehousing function if it buys 
in sufficient quantity. This attitude is the 
rule for gypsum board, to cite one ex- 
ample. 

Does it really make any difference 
where a reserve stock is located—in a 
large retail yard or in the warehouse of 
a firm which confines its sales to deal- 
ers? Remember we are discussing only 
the warehouse function. Other jobber 
services (when performed) can and do 
counterbalance this isolated phase of dis- 
tribution. 

A great many manufacturers are ask- 
ing themselves these questions as they 
view with concern the high cost of dis- 
tribution. 
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Weldwood Wood Finishes Center & 


PRODUCTS TO PRESERVE AND nS. ERMANCE THE BEAUTY OF mooo 























YOURS AT COST—choose from 2 compact Wood Finishes Centers with built-in soles-boosting Selector Guide of 
real wood somples that show your customers the exact results they'll get when they use Weldwood Wood Finishes, 


“This 58% profit package is too good to overlook”’ 


... SAYS ARTHUR GODFREY 


“This is where I’m telling my listeners to look when they need quality 

NEW WELDWOOD WOOD wood finishes. These new Wood Finishes Centers (they come in two styles 
i tore’s needs) put all th § -selling Weldwood® 

FINISHES CENTERS—PRO. to suit your store’s nee s) put a ¢ famous, fast-selling ' eldwood 
Wood Finishes in one handy, self-service location. And don’t overlook 
MOTED BY WELDWOOD’S the wonderful introductory deal the Weldwood folks are offering you 


“BIGGEST EVER” AD CAM- —with a full 58% profit!” 
PAIGN—GIVE YOU A $111.26 Get in on this profit-building deal now. Contact your jobber, 


Weldwood representative, or write: 
PROFIT ON A$78.86 INVEST- 


MENT IN MERCHANDISE. | WELDWOOD WOOD FINISHES 


DEPT. AL 1-18-60, UNITED STATES PLYWOOD, 55 WEST 44th ST., N. Y. 36, N. Y. 


FIRZITE® » SATINLAC® « SATINLAC LIGHTENER »« WOOD PRESERVATIVE + EXTERIOR STAINS +» PASTE WAXES 
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PERSONAL VIEWPOINT 


Ready for the 60's 


As we edge into the so-called “booming 60's” it seems pertinent to 
consider the changing status of the retailer of lumber and _ building 
materials. During recent months we’ve talked to many dealers, not out 
of idle curiosity, but as a guide in planning features of maximum value 
to our readers. 

Probably the most significant change we detected was psychological 
—a new viewpoint on how to run a business in this industry at a 
profit. This new attitude first of all no longer anticipates help from 
various under-the-table or even government approved methods to 
artificially hold the price line. Free competition is accepted at face 

value, not enthusiastically it must be admitted, but as a simple fact of 
life. 

Rough price competition you will say has been with us for many 
years now, The point we are making, however, is that only in the 
past year have dealers ceased to badger their association secretaries 
for a quick cure for all their price problems. It has evidently finally 
registered that there just isn’t any legal way to artificially control 
prices in America today. 

Now from this simple switch in thinking will come positive steps 
for improved management and merchandising. In planning editorial 
for 1960 we found a variety of new techniques emerging with a few 
fairly significant and universal 

Change on products. Hidebound dealer viewpoints on the lines to 
handle are fast disappearing. There are some nasty shocks ahead for 
manufacturers taking dealer loyalty too much for granted. Retailers are 
cautious, want to be sure before warehousing but they have an open 
mind—something which couldn’t have been said a few years ago. 

One of our editorial innovations in this issue, “Hardware Business” has 
been introduced to supply dealers with profit ideas for the big switch 
in hardware distribution already with us 

Like our readers, we plan to examine every sound new product, 
no matter how revolutionary, which legitimately belongs in this market 
All too many lines in the past have slipped away from building material 
dealers because the potential wasn’t fully realized 

Change to packages. Whether it’s a truss or all the material for a 
garage ‘re talking about a sales package, not pieces. Packaging 
takes many forms but probably the most important are the packaging 
innovations being pioneered for new home building. 

Popularity of the truss, box beam, exterior walls and partitions is 
very evident when one talks with dealers. Apart from sheer efficiency, 
it has obviously appeal to a retailer wishing to avoid 2x4 price com- 
petition. 

Reflecting this change are editorial plans for more coverage of 
equipment, shop layouts and merchandising programs for components 

Distribution changes. While no accurate figures are available, we'd 
like to have a dollar for every dealer who began buying direct or 
through a co-op during 1959. Not on all lines, of course, but often on 
high volume “standards” stimulated by both new home building and 
remodeling. 

It is not our role to judge or philosophize on distribution. Changes 
are there which must be met with prompt, constructive action by in- 
terested parties. There is nothing in the picture so far to indicate that 
a cleaner distribution pattern is even possible. 

Home improvement changes. While working on one of the building 
material clinics for the HIPS show at Chicago, February 4-7, it became 
very evident that a simple thing like home improvement had completely 
changed. No longer was it necessary to just sell the idea of getting 
remodeling business. The agenda called for estimating methods, manage- 
ment controls, details on merchandising undreamed of just a_ short 
time ago. 

All things considered, retailers of lumber and building materials are 
moving into 1960 with advantages not available to merchants in other 
businesses. There are many directions or ways to handle sales. They 
take study and persistence. But it’s still an industry where individual 
skill is recognized and where the rewards are considerable. 


Gordon J. Lawler. 
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FORECASTS FOR HOUSING DECLINES must be played against a background of booming 
general business in 1960. America seems headed for ‘one of the most 
prosperous years in its history. The tight money squeeze is now ex- 
pected to last only for the first six months, gradually easing as 
Savings rise sharply. This anticipated settlement of the steel strike. 


Total output of goods and services will rise 6 to 7%. The so-called 
gross national production will increase to $30 billion reaching $508 
billion. Personal income should grow 5% to $400 billion. Consumer 
spending will be up $20 billion, a gain of 5%%. Employment will rise 
by an average of about 2 million workers in 1960; unemployment will 
decline about 400,000 .. . to about 3.4 million. 


Both prices and wages will increase. We anticipate a rush to build 
inventories .. . with wholesale prices climbing 4 to 5% in 1960. Wage 
jumps should match those last year ... about 8¢ to 10¢ per hour for 
most workers. Profits from business should also rise but this year 
will require keen management skill. In most cases the net should lift 
a bit faster than costs. 











SAVINGS AND LOANS see a golden opportunity in 1960 in the light of the above 
comment. To increase the in-flow of savings, higher dividend rates seem 
the answer for most S&L'S, according to the U. S. Savings & Loan Assn. 
They note that 64% of their members now expect to pay 4% dividends and 


Still higher rates are anticipated. 


Portfolios loaded with lower yielding mortgages are still a big problem. 
Higher rates for new mortgages, of course, are anticipated. Now 40% of 
the S&L's are getting 6%% and higher as standard. In the first half of 
1960, 67% expect higher rates, 33% see little change, and none expect 
lower rates. 


S&L's are doing well scooping up the public's savings. In the first 10 
months of 1959, gross receipts were $18.6 billion with withdrawals of 
$13.6 billion, a net gain of $5 billion. The figure should be $6.5 
billion by year's end. 








NEW PRODUCTS, NEW EQUIPMENT is rapidly becoming a vital force in building 
material retailing. Being published every two weeks we usually beat 
the competition and we can take this a step further. Here's a tip or 
two on new items soon to be released .. . mames on request. One--a 
new paint for dry wall which bridges on square edge board and covers 
even the sloppiest job with tape joints. Fast drying--brush or spray 
with excellent cleanability. Two--a new truss machine which turns out 
a component every five minutes with limited manpower . .. has complete 
flexibility. Three—a small, portable machine for fabricating walls with 
plastic, structural cores . .. any type of exterior or interior facing 
materials . .. now in actual use and available. Four--a solution for 
use in the aSphalt on built-up roof which keeps the coating pliable, 
under control in both hot and cold weather. Ends cracking, used with a 
new sealing strip on joints. 

















DEALER SALES CONTROL is gaining acceptance wherever dealers sit down and face 
the facts of life. Full discussion of DSC are now scheduled for the 
Southwestern Convention at Kansas City in January and the Indiana Lumber 
and Builders Supply Assn. at Indianapolis in March. While we help plan 
these sessions, the real facts will come from successful dealers parti- 


cipating in the clinics. 


The widest support for the principle of DSC is coming from areas where 
cash and carry and other new forms of competition are the keenest. 
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Elmwood Mills’ Window Pains 








SO,MR. MILLS- THEY’VE BUILT A | THIS PATAGONIA BLUE 

#40000 22 HOME AND I WANT TO BRICK TWO LEVEL WITH 

PUT UP ONE NEXT DOOR THAT'LL] PooL AND SUNKEN J 
as MAKE THEM TURN J GARDEN WILL 








MAKE MINE THREE LEVELS WITH THREE MASTER BED! 
ROOMS —- THREE BATHROOMS-— THREE GARAGES- AND 
DOZENS OF PENNVERNON WINDOWS - I CAME TO YOU} 
| BECAUSE I KNOW You SELL E = 
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ALL WINDOWS MUST BE PENNVERNON BECAUSE I KNOW 
ITS COMPLETELY TRANSPARENT — Teowre~ 
PROVIDES EXCELLENT VISION~ / 
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face AT ONCE SHE DISCOVERED 
You WERE GONE - Got up J 
PUT ON Maal COAT Se 








not just window glass 


Pittsburgh Plate Glass Company 


Paints + Glass + 


Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries 
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Typical Slaughter home. Nationally famous materials, including Andersen Windows, give these homes fast selling punch. 


Andersen Strutwall 
offers real savings in 


Lu-Re-Co framing! 


‘yn from Sam S/aiaqhte 


fe , / P 
Cc mpany Neu 


Warm wood paneling and wood window frames give this room an air of luxurious 
charm. Andersen Windows provide cheerful view and ventilation, too, 








ou’ll have no problem selling your builder-customers 
be the high consumer acceptance of Andersen Win- 
dows. Surveys show home buyers prefer them 9 to | over 
any other brand. But Sam Slaughter’s experience build- 
ing with the Lu-Re-Co system, gives you another powerful 
selling point. Cost! 
He finds Andersen Strutwalls actually cost him less. 
Andersen Strutwall is an integral unit. With side studs, 
jack studs and normal framing members already in place. 
Sheathing and insulation complete a Lu-Re-Co panel. 
This, of course, results in tremendous time and manpower 


savings in the Lu-Re-Co framing method. 

The Strutwall in Lu-Re-Co also eliminates on-the-site 
insulation around the windows. It provides the tightest 
possible joining of window and wall. And once in, the 
window is virtually foolproof. No need for last minute 
adjustments. No cause for costly callbacks. 

Sell your builder-customers on the long range economies 
of Andersen Windows, It’s a common sense sales argu- 
ment based on savings in installation and an end to ex- 
pensive callbacks. If you wish more information, consult 
your Andersen jobber or write us direct. 











Andersen \Windowalls- 


#*#TRADEMARK 


F ANDERSEN RP 


ANDERSEN CORPORATION + BAYPORT, MINNESOTA 


Workmen easily fit Andersen Strutwall into Lu-Re-Co components. Cuts installation 


: - . ON? Sas at Circle No. 55 on Handy Cover Card 
time and cost. Provides tightest possible joining of window and wall. 
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“Say, we’re running low on 


Trinity White Cement — 


—seems like there’s been a 


steady stream of it going out.” 


“Yes, I'll get another order in 


; —we did a good day’s work for 
) 
/ 


7 " 
; / 


ourselves when we stocked 


TRINITY WHITE.” 


ost white cement 


A product of GENERAL PORTLAND CEMENT CO., Chicago, Dallas, Chattanooga, Tampa, Los Angeles 


12 Circle No. 56 on Handy Cover Card January 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 
Circle No. 57 on Handy Cover Card-> 





.. milled to high quality standards from 

famous Arkansas Soft Pine... thoroughly kiln-dried 
eee accurately graded... properly grade-marked... 
delivered with efficiency and dispatch. 

Potlatch represents a dependable, practically unlimited 
source of supply for commons and uppers— 


dressed and worked to meet your every requirement. 







































































POTLATCH 
FORESTS 


BRADLEY -SOUTHERN DIYWISION 
WARREN, ARKANSAS 


Look To Potiatch 


B SOARDS. | 
‘byotlateh 
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made a grea 


. Spend it 


as you like 
...fto buy 
the things 
you've always 
wanted! 


fre 


In addition to the one $2,500 grand prize, 
you have a good chance to win big cash 
prizes—to be awarded three times this year 
on the publication dates of PACKAGE 
SALESMAN Magazine. 


ART HOOD ENDORSES 
PACKAGE SELLING 


“The Insulation Board Institute is devel- 
oping an extremely valuable educational 
idea,”’ says Art Hood, journalist and lum- 
ber dealer sales educator. ** Package selling 
is the keystone of successful Dealer Sales 
Control which AMERICAN LU MBER- 
MAN has encouraged for many years. 
I strongly urge dealer executives and sales 
personnel to study and make use of the 


methods to be described in 
PACKAGE SALESMAN.” 


1. Any full-time retail building materials sales- 
man working for a retail building materials 
dealership in the United States or its possessions 
is eligible to enter the PACKAGE SALESMAN 
contest. An employee or owner or executive 
of a retail building materials establishment need 
not have the specific title of “salesman”’ to 
be eligible. 

2. The individual entering the contest must 
have accomplished the package sale reported. 
For the purposes of this contest, a package sale 
is defined as follows: The sale may be for re- 
sidential, commercial, or industrial remodeling 
or new construction; it must include one or 
more insulation board products; it may or may 
not include labor; it must include a majority 
of the needed dealer-available materials and 
services necessary to fully achieve the customer's 
desired end-result. 


3. Written case history reports on package sales 


5) 


CONTEST RULES 


must be submitted on the letterhead of the 
retail building materials establishment with 
which the salesman is connected and through 
which materials were handled. 


4. The package sale reported must include one 
or more insulation board products. The sale 
may, of course, include any other recognized 
building product or products. A reasonably 
detailed bill of materials which was sold in the 
package sale being described must be submitted. 


5. Entries may be either handwritten or typed, 
but must be legible. There is no minimum or 
maximum number of words required. 


6. An employee or executive of a retail building 
materials establishment may submit only one 
entry for any one of the three contest periods 
scheduled for 1960. Entries must be postmarked 
before midnight March 1, 1960 for the April 
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Package Salesman Contest; before midnight 
May |, 1960 for the July Package Salesman 
Contest; before midnight August |, 1960 for the 
October Package Salesman Contest. 


7. The package sale featured in the case history 
report must have been made within the 12 
months preceding the postmark on the entry. 


8. Entries will be judged by a panel of experts 
in building products merchandising. All deci- 
sions of judges will be final. 


9. Allentries become the property of the Insula- 
tion Board Institute, and may or may not be 
published in PACKAGE SALESMAN or other 
publications at the discretion of the Insulation 
Board Institute. Entries cannot be returned. 


10. This contest is not applicable in any state 
where incompatible with the laws of that state. 





package sale? Just tell us 


about it and Ww re 


$3.00 


cas 


in the GREAT IB) 
package salesman contest 


Now—tell the world about a great package sale you made and win $500 . . . mavbe win the $2,500 grand prize 
for a total of $3,000 in cash. It’s easy money. It can be yours to spend as you please. Just enter a blow-by-blow 
description of your most satisfying package sale in this free contest sponsored by the INSULATION BOARD INSTITUTE. 


Possibly it was a package sale for an added bedroom or a basement recreation room. Maybe you sold the customer 


up to a maximum order, or sold a package in the face of cut-price competition. Maybe you discovered a new 


formula in package selling that led to more sales. Whatever your selling exploit is, if it shows sales initiative, 


originality and includes one or more insulation board products, it’s eligible to be one of the winners. 


be awarded three times this year. If your package sale is the best of the first-prize 
winners—you win the $2,500 grand prize. Winners will be announced in the new IBI SALE 
magazine, PACKAGE SALESMAN, which will appear in the April, July, and os 

October issues of AMERICAN LUMBERMAN. Actually, PACKAGE SALESMAN 


———— 


You can win one of eight cash prizes that will [== Ja . 


a 


Sta 
o Be ag a 


~ 


will be a magazine within a magazine designed to pass along prize-winning selling 
methods to all building materials sales people. 


Ceiling Tile (standard or acoustical); Roof Deck 


Slabs; Building Board; Sheathing; 


PACKAGE SALESMAN 
CONTEST !S 
SPONSORED BY THE 


INSULATION 
BOARD 
INSTITUTE 


January 18, 1960, AMERICAN LUMBERMAN AND 


Shingle (or Shake) Backer; Plank. 


All entries win a complimentary Parker ‘Order 
Jotter’’ Pen. Send in your package sale story 
today to: PACKAGE SALESMAN, 

Box 5905, Chicago 80, Illinois. 
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RUBEROID SELF-SEALING 
ASPHALT SHINGLES put the sun to 
work for you. The sun’s heat bonds 
each shingle to the one beneath. No 
leaks. No trapped moisture. Written 
wind warranty. Unique features save 
application costs. 





RUBEROID ROOFING 





RUBEROID LOK-TAB ASPHALT 
SHINGLES give you a big edge over 
competition. They’re easy to apply 
and almost impossible to blow off. 
Concealed tabs lock each shingle in 
place. A written wind warranty helps 
you sell. 


RUBEROID TITE-ONS interlock 
into a continuous one-piece roof the 
strongest wind won’t budge. The 
handsome basket-weave pattern is 
ideal for new roofs, or can be applied 
right over old roofs. Goes up in no 
time at all. Written wind warranty. 


For more information see your Ruberoid representative or write: 


The RUBEROID Co., 500 Fifth Ave., New York 36, New York. 


RUBEROID 


HELPS YOU BUILD...BUSINESS! 
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“Our Yellow Pages advertising helps 
us reach homeowners and the trade ” 


says Alfred W. Brandt, Jr., Mgr., Belleville Lumber & Supply, South Bend, Ind. 
“With the diversified line of products in the building field we handle, trwoo J ROOFING J swING  Y ConcartE 
the Yellow Pages does a complete selling job for us. It attracts DIAL 

| AT 9-0341 | 


business from homeowners and the trade. 








‘Ts area we serve covers a 20-mile radius. wi Sibi - * CUSTOM BUILT HOMES 
The area we serve covers a 20-mile radius, with homeowners count pene Ryne 


ing for 40% of our volume. And since so much of our business © GARAGES — CAR PORTS 

is conducted by telephone, it’s vital for us to be represented in the 30 Yeors Experience Monthly Terme 
Yellow Pages. Furthermore, we know by the kinds of questions Duy Detter — 
people ask when they phone that they call us right after they eee 
spotted our ads in the Yellow Pages. 

“T don’t think we could progress successfully without the kind of 


coverage Yellow Pages advertising gives us.” 3916 W. LUMBER & SUPPLY CO. 
E 


SAMPL SERVING SOUTH BEND SINCE 1929 





seen ee a a a a a a a a a a a a a a 








Yellow Pages advertising will give your business the kind of cover- 

age you want, too. A well-planned program in the Yellow Pages ee 

can help build better AWHERENESS of your name, address, and DISPLAY AD (reduced) under Lumber tells the 
3 m ; people of South Bend of the diversified line 

telephone number. The Yellow Pages man will be happy to help of building products and services offered by 


you. Call him at your local Bell telephone business office now. Belleville Lumber & Supply. 











Display this sales-building emblem wherever your prospects can see it. 
The Yellow Pages representative will gladly supply as many as you need. 
var 
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Backbone of Capitol’s quality mixer fleet is provided by 49 Mack B 
Models. In action on Jacksonville construction project is a B42SX. 





Capito! Concrete Company, Jacksonville, Fla., says 


“Best truck for mixers’’ 


Mr. W. J. Hicklin, president of Florida’s 
big Capitol Concrete Co., admits that in 
his operation it’s hard to hold down high 
truck operating costs. Stop-and-go city 
hauling with big yardage mixers jumps 
fuel consumption and is real punishment 
for any truck. 

“Most trucks just can’t provide the 
stamina and economy for this kind of 
work,” Hicklin reports, “but our Mack 
B-40’s—including all-wheel drive 6- 
wheel models— proved they can give us 
the month-in, month-out heavy-duty 
service we need. They carry our 7-yard 
mixers with minimum maintenance and 
rock bottom operating costs.” 


Time and again, experienced concrete 
operators have proved that solving the 
problem of high operating costs calls for 
quality equipment. Mack quality begins 
with Mack-built major components— 
front and rear axles, engines, frames, 
transmissions and brakes—which are 
made to the highest standards in the in- 
dustry. It appears in special Mack fea- 
tures like the exclusive Balanced Bogie 
with Power Divider for positive traction 
under severe weather and terrain condi- 
tions . . . and extends to Mack cabs, 
which offer the utmost in driver visionand 
comfort, easy access to all working parts, 
and minimum upkeep requirements. 





You'll find that Mack quality con- 
struction shows up in every phase of 
operation—and, where it really counts, 
in net profit figures. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd., Toronto, 
Ontario. 


MAC K 


FIA ST ARAM... F-OR 


TRUCKS 
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PREWAY Provides the BI6 PLUS* in Bil-Ins 


Sm i prs wr Sa: ae aad te Sa 


Them 


esigned with the /oo# of Lusty earns 


women want ec 


_S Engineered for Lowest 
In-Place Cost 


Wa 


eway has the finish, the features, the firsts 
| in construction that spell-our SUPERIORITY. 
: Why not put these very solid advantages 
to work for you, why not bring women your 
way with Preway — the pioneer leader in 
built-in appliances with the most complete line 
to draw on. Everything you want and need from 
one source with one individual responsibility 
behind it. Thete is a Preway distributor near 
To the contractor, labor time means money. That’s why any time- . you. Write for full information. 
saving, work-saving invention, like Preway’s new patent-applied-for Re 
Expansion Lock, is important. It reduces to 30 seconds or less, the , ee 
“locking-in” time of a Preway gas or electric oven. Only one tool, Preway Bilt -Ins 
a screw driver, is needed to turn the lock on either wall and mount 
the oven in place. Removal, if ever required — is just as easy. featured Th 
Here is a time-saving of from 15 minutes to a full hour over that ? ‘ 
required by other built-ins — and any apprentice Parents Magazine 
worker can do the job. The contractor who an- 
alyzes his In-Place Cost will use Preway! LU-RE-CO House 


Inc. 8160 Third Street, North, Wisconsin Rapids, Wis. 


* ALL PREWAY BILT- INS Parents 
MEET NEW FHA REQUIREMENTS en 
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Alcoa To Market New Aluminum Siding Through 
Barrett, Bird, Flintkote, Mastic, Philip Carey 


¢ New product is first metal siding to incorporate both mass 


and reflective insulation. 
© Distribution network is boon for retail lumber and building 


materials dealers. 


PITTSBURGH, PENNA.—In an un- 
usual marketing move, the Aluminum 
Company of America and five major 
producers of residential building prod- 
ucts will jointly market an Alcoa 8” 
horizontal clapboard aluminum siding 
of advanced design. 

The new product will be adver- 
tised as Alcoa Siding and will be sold 
exclusively by 25,000 dealers and 
dealer-applicators of the Barrett Divi- 
sion, Allied Chemical Corp.; Bird & 
Son, Inc.; Flintkote Co.; Mastic Corp. 
and the Philip Carey Manufacturing 
Co. 

The combine represents one of the 
largest distribution networks for alu- 
minum residential siding in the build- 
ing industry. 

Greater strength, higher resistance 
to corrosion, insulating and weather- 
ing qualities are claimed for the prod- 
uct because of its “layer principle”, 
which uses aluminum sheet backed by 
polystyrene foamed plastic and by 
aluminum foil. The factory applied 
foamed plastic is a stiffener and in- 
sulator; the foil acts as reflective in- 
sulation and as an additional strength- 
ening agent. 

Thomas J. Lannen, Alcoa’s man- 
ager of residential sales, said that 
more than 30 years of research has 
gone into the new metal and plastic 
product. Alcoa will fabricate the sid- 
ing. 

“We estimate that the quality of 
this new siding will eliminate home 
painting bills for many years and will 
cut other maintenance costs for the 
home up to $50 a year,” Lannen said. 

Tests at Pennsylvania State Univer- 
sity proved that Alcoa siding cut wall 
heat loss from 61.5% to 45% for a 
single story dwelling and 70% to 
55% for a two-story home, Lannen 
reported. 
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Savings predicted on painting ex- 
penses are based on the finish of Lu- 
cite acrylic enamel for the siding. 
Colors will be white, green, gray, yel- 
low and an Alcoa beige. 

Alclad metal, which will be used in 
the construction of all Alcoa siding, 


consists of a strong core aluminum 
alloy coated with pure aluminum. 

The new siding has a drip design 
which guides water directly to the 
ground, preventing _panel-to-panel 
streaking, the manufacturer said. Also 
featured are hidden vent holes. 





DUPONT'SS 
LUCITE * 


BONDERIZED 
SURFACE 


ALCLAD ALUMINUM 
COATING 


ALUMINUM CORE 


ALCLAD ALUMINUM 
COATING 


BONDERIZED 
SURFACE 


INSULATING 
5 ro PLASTIC 
git ALCOA 


“LAYER PRINCIPLE” of new Alcoa siding involves alclad aluminum sheet, backed by 
foamed plastic, which serves as a stiffener and insulator and by aluminum foil, act- 
ing as reflective insulation and additional strengthening agent. Finish is DuPont's 


baked enamel Lucite. 
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BUILD THIS PATIO PROFIT-CENTER! 


Here is an idea that will work for you two profitable 
ways! 

Build an Alsynite patio as a display to demon- 
strate the beauty and utility of these translucent, 
shatterproof fiberglass panels to your customers. It 
creates the urge to buy faster than any other way 
you could find. 

Furthermore, this colorful Alsynite patio will 
provide you with a sales area for your other com- 
panion products, offering not only convenience but 
tremendous customer eye-appeal. 

Alsynite panels contain Filtron 25, an exclusive 
ingredient that keeps out heat and glare, protecting 
both your customers and your merchandise. And 
Superglazed Alsynite panels are guaranteed in 
writing to maintain their color, strength, texture, 
and heat- and light-transmission qualities for 
10 years! 


Fill in and mail the coupon for free detail sheets 
on how to build your own Alsynite profit-patio. Do 
it now so you’ll have this added selling space during 
the Spring and Summer outdoor season. Look under 
“Plastic Products” in the Yellow Pages. 


FIBERGLASS PANELS 


ALSYNITE COMPANY OF AMERICA, Dept. AL-10, San Diego 9, Calif. 
Send free detail sheets on how to build Alsynite profit-patio. 


| 

| 

| 

NAME ! 
| 

— 





COMPANY 
ADDRESS 


CITY ee ee ee 
Plants in California, Ohio and New Jersey. Distributors in principal cities 











REGIONAL OFFICES: Albany, N.Y.; Atlanta, Ga.; Chicago; Columbus, 0.; Denver; Houston; Kansas City, Mo.; Paterson, N.J.; St. Petersburg, Fla.; San Diego, Calif.; Seattle, Wash 
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DEALER DISPLAY AIDS available to lumbermen who sign up for U.S Plywood promo 


tion for vacation-time projects. 


U.S. Plywood Offers Vacation Time 
Sales Program to Lumber Dealers 


* Big promotion campaign set for May. 


* Dealers can get name in national ads. 


New YorK—A month-long mer- 
chandising campaign for dealers 
which includes prizes for both con- 
sumer customers and to lumber deal- 
ers has been announced by United 
States Plywood Corp. 

Called “The Weldwood Vacation- 
Time Projects Promotion,” the aim 
will be to help dealers give their cus- 
tomers, in a package, vacation-time 
projects such as room additions; pa- 
tio, breezeway or family rooms; re- 
siding; building a boat or handicraft 
projects such as lawn furniture. 

Dealers who participate will be 
listed in the May 2nd issue of LIFE 
magazine. An ad will also appear in 
Better Homes & Gardens. 

The promotion will announce a 
nation-wide drawing for a $10,000 
vacation cottage. Entries, without ob- 
ligation to buy, will be made only in 
the showrooms of participating deal- 
ers. 

Eight dealers who develop the best 
merchandising programs on a local 
basis as part of the national campaign 
will get $500 prizes in U. S. Plywood 
common stock. 

Dealers pay $25 for the listing in 
the national ad. Each dealer will also 
receive: 

* Local ad kit with ad mats and lay- 
outs, radio and TV commercials on 
the vacation-project theme. 

* A complete line of store and yard 
displays designed to dress the business 
“supermarket” of building ma- 


as a 
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terials and to promote vacation-time 
packages. 

* Assistance in planning local promo- 
tions. 

* Planned sales meeting, conducted 
by a United States Plywood salesman, 
to show how to tie-in with the pro- 
gram. 

Russell Lutz, sales promotion man 
ager for the plywood firm, empha- 
sized the campaign is storewide rath- 
er than exclusively on the manufac- 
turer’s products. 

“By concentrating on packages, 
you avoid the problem of individual 
pricing of materials and the price 
shopping that creates,” he said. 


Firms Expand and Merge 

PHOENIX, ArIz.—Southwest Lum- 
ber Mills, Inc., will now be 
known as Southwest Forest Industries, 
Inc., advises president J. B. Edens. 
Purpose of the name change is to 
more accurately describe the type of 
Operations carried on by our firm, 
explains Edens 

During the past few months, the 
lumber producing company has _ pur- 
chased the Dolan-Burrus Box Co.., 
Phoenix; started construction of a 
LOL,000 square foot plant in Glen- 
dale, Ariz.; effected consolidation 
with three Los Angeles paper prod- 
ucts companies; and announced plans 
for construction of a pulp and paper 
mill in the Snowflake area of northern 
Ariz. 


Tfampa, Inc., a wholesal- 
er of Pacific West Coast lumber in 
Tampa, Fla., has opened a new dis- 
tribution yard at Port Canaveral. An 
other branch soon will be established 
at West Palm Beach. The Florida 
firm is an affiliate of the City Lum 
ber Co., Bridgeport, Conn. 


* Cilco of 


* Lifeguard Industries, Cincinnati, 
Ohio, announces a new factory cov- 
ering 75,000 square feet for produc- 
tion of aluminum siding. This is the 
third Lifeguard plant. 

* Armstrong Cork Canada, _ Ltd., 
reports it will construct production 
facilities for the manufacture of viny] 
plastic flooring at its plant in Mont- 
real. Five types of Armstrong’s Cor 
lon, a luxury vinyl flooring, will be 
produced in the new operation. It is 
expected the line will be put into pro- 
duction early in 1961. 


Handsplit Shakes Selling 

SEATTLE—Production and sale ot 
handsplit shakes rose 48% - during 
1959 over that of the previous year, 
according to Virgil Fortune, president 
of the Handsplit Red Cedar Shake 
association. 

The handsplit shakes provide a 
touch of mellowness and texture that 
softens the severity of contemporary 
architecture, Fortune said. 





FTC Crackdown on Ad Allowances 


WASHINGTON—The first of a se- 
ries of non-technical guides written 
by the Federal Trade Commission to 
help business men know the Robin- 
son-Patman Act will deal with discrim- 
inatory advertising and promotional 
allowances. 

After the guide is published, FI 
is expected to step up enforcement of 
the law. 

FTC Secretary 
who heads a new 


Parrish, 
force to 


Robert M. 
10-man 


nab violators, said that most business 
men are aware that allowances and 
services given to one firm but denied 
to competitors are illegal. 

But without legal advice, business 
men are often not aware that they 
must not sit back and provide similar 
allowances only to those who ask for 
it, Parrish said. They must make 
known to all competitors of the firm 
that such benefits are available on 
equal terms. 
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G PX overlaid plywood —a new shortcut to quality. 


construction from Georgia-Pacific! Here is the 


strength and stability of plywood plus a weatherproof face. 
See how many ways GPX helps builders and 


do-it-yourselfers build better for less! 


GEORGIA-PACIFIC 





GPX resists weather and wear. 
Smooth resin fiber face is fused to 
exterior Douglas Fir plywood —pre- 
vents surface checking, splitting, 
grain raise. Needs no sanding, no 
priming. Requires up to 30% less 
paint—and paint not only looks bet- 
ter, it lasts more than 30% longer. 


GPX Texture 1-11 and V-grooved 
patterns have shiplap joints to seal 
out weather, disguise panel edges. 
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For siding, soffits, gable ends. GPX 
provides the strength and stability 
of plywood, plus a tough, weather- 
proof surface. Big 4’ x 8’ panels 
mean easier, faster installation, 
virtually 100% coverage. Nails can 
be driven close to edge without 
splitting or cracking. Where build- 
ing code permits, no sheathing need 
be instailed! Weather-tight joints 
assure weatherproof wall. Texture 
1-11, V-grooved, or plain available. 








GPX Medium-Density overlaid plywood requires 30% less paint. 
And paint looks better, lasts 30% longer! Tough resin fiber face 
resists weather and wear. For soffits, siding, patio fences, cabinets, 





For cabinets, built-ins—GPX Medi- 
um Density overlaid plywood pro- 
vides better tooth for painting. No 
grain shows through smooth, hard 
surface. You need less paint for 
long-lasting, high-quality job. GPX 
is easy to saw, machine, drill, patch, 
nail, rivet, glue or edge sand. You 
get sharp, clean edges every time. 














GPX Bevel Siding gives 96% net 
coverage! This 12” or 16” rabbeted 
siding is completely weather-tight 
with only 14” lap. Saves up to $40 





per M square feet over other kinds 





of siding on coverage alone. No 
sheathing is needed in those areas 
where local building codes permit. 
Self-aligning lap slashes installa 
tion time! Only first course needs 
leveling. Solid lumber back nails 





flush to wall, eliminates all furring 
strips, wedges. Ends butt tightly with 
out mastic. No splitting, no waste. 
Saves painting time—one coat each 





of primer and finish is superior to 
three coats of paint on other siding 
. and paint lasts years longer! 














built-ins, outdoor furniture, choose 
GPX. A complete line—in all stand- 
ard plywood sizes, thicknesses. 


GEORGIA-PACIFIC 





GPX-MARINE GREEN Ideal for boat. hulls 


Resin fiber overlay prevents grain raise or checking. Exclusive 
latex additive in overlay provides better tooth for paint. Paint 
holds better, stays super-smooth longer 


Philippine Mahogany under Philippine Mahogany back 


overlay. No patches to pop makes handsome interior 


a 


GEORGIA-PACIFIC 


Hardwood and Fir Plywood, Plywood Specialties, Hardboard, Redwood Products, Lumber, Pulp, Paper, and Containerboard 


Look for this new trademark for Georgia-Pacific, manufacturers of one of the 
nation’s largest integrated lines of forest products. The new symboi— like the 


old one—is always your guarantee of dependable quality and reliable service. 


For complete information on GPX or other Georgia-Pacific products, call nearest G-P distribution 
center or write to Georgia-Pacific, Department No. AL160, Equitable Building, Portland, Oregon. 


Arizona: Phoenix « California: Bakersfield, Fresno, Los Angeles, North Hollywood, Oakland, Riverside, Salinas, San Jose * Connecticut: Meriden 
District of Columbia: * Washington * Georgia: Atianta ® Illinois: Chicago 17, Chicago 26, East Peoria * Louisiana: New Orleans, Lafayette = Maine: 
Lewiston ® Maryland: Baltimore, Easton * Massachusetts: Waltham ® Michigan: Grand Rapids, Royal Oak ® Missouri: St. Louis * Montana: Billings * New 
Hampshire: Manchester * New Jersey: Long Branch, Port Newark, Vineland, Clifton * New York: New Hyde Park, L.!., Yonkers * North Carolina: Charlotte 
Ohio: Akron, Cleveland, Toledo * Oregon: Eugene, Portiand * Pennsylvania: Hatfield, Lancaster, New Castle, Philadelphia, Pittsburgh, Williamsport 
Rhode Island: Providence * South Carolina: Columbia, Greenville * Texas: Dallas, Fort Worth, Houston, El Paso, San Antonio ® Utah: Sait Lake City 


Virginia: Richmond *® Washington: Olympia, Pasco, Seattie, Spokane, Tacoma ® Wisconsin: West Allis # Distributors in other major U.S. cities 





Maybe Much Talk But Little Action 
On Housing by Congress This Year 


WASHINGTON—On January 6th, 
Congress will convene for a short, 
election-year session. Although minor 
proposals will be lost in the rush, 
there will be efforts to “load” an 
omnibus housing bill. 

The Administration will ask for an 
even smaller program than was re- 
quested last year. The outcome is 
certain to be a repeat of the 1959 
horse-trading—more than what the 
Administration wants, but less than 
what Democratic Congressional lead- 
ers would like. 

Extension of FHA’s Title 1 (home 
improvement) program is about the 
only absolute need for action. But 
there will be the usual side excur- 
sions into public housing, urban re- 
newal and other special assistance. 

It will be a different story if there 
is a major slump in housing starts. 
Both the Senate and the House hous- 
ing subcommittees already are look- 
ing into the effect of tight money on 
housing. 

If housing is in real trouble there 
will be a strong drive for more gov- 
ernment support of home loans. 
There already is agitation, particularly 
from the National Association of 
Home Builders, for a Central Mort- 
gage Bank. But there is so much con- 
fusion on the subject that it would be 
difficult to work out all the problems 
and enact such a major change in a 
short session. 

Herb Else, national affairs coun- 
sel for the National Retail Lumber 


Dealers Association, names _ social 
security, wage-hour, farm subsidies, 
taxes, civil rights and foreign aid as 
other hot issues for the coming ses- 
sion. 

Labor. There probably will be pub- 
lic hearings on laws dealing with 
strikes early in the year. But legisla- 
tion itself will depend largely on what 
happens when the 80-day work in- 
junction on the steel situation expires 
in late January. 

On other labor matters, there is 
considerable push to bring unions un- 
der federal anti-trust laws. But it is 
not likely that Congress will take this 
action antagonistic to labor in an elec- 
tion year. 

Wage and hour legislation will be 
a live issue, with unions pushing for 
extension of coverage to retail and 
service trades and for increasing the 
minimum hourly wage from $1 to 
Skies 

In last minute compromises over 
the 1959 labor reform act, the build- 
ing trades union lost their exemption 
from the ban on secondary boycotts 
at construction sites. They will try to 
get it reinstated as a tool for forcing 
employers to recognize the union 
whether the employes want the un- 
10N or not. 

So-called tight money, and all its 
ramifications, will be the central 
theme for the session. There will be 
plans for higher interest rates on gov- 
ernment bonds. 





Heavy Store Traffic Days Create Problems 


Saturday is still the No. 1 busy day followed by Friday and 
Monday. Some dealers try special promotions to even out 


week's business. 


Saturday, Friday, Monday. 

Those are the best store traffic 
days, in that order, retail lumber deal- 
ers told American Lumberman tre- 
porters. Saturday ranked No. 1 with 
only one dissenting vote. Friday had 
no strong competition for the No. 2 
spot, although a good many dealers 
reported Monday as their second-best 
consumer traffic day. 

Several dealers said business had 
been unusually good all week. Two 
New York state dealers made com- 
ments along this line. 

“We don’t have any particularly 
slow days,” said Melvin Kaplan, vice- 
president, Westchester Square Sash and 
Door Co., Bronx, N. Y. “We've got 
plenty to keep us busy every day.” 

“To be honest and without boast- 
ing,” added William Mellany, treas- 
urer, Scarsdale (N. Y.) Supply Co., 


“every day is pretty darned good 
around here. Very recently, especial- 
ly, we’ve been doing well over the 
entire week.” 

Explaining his failure to do any- 
thing particular to speed up business 
on slow days, manager Robert Tim- 
merman, Olympus Lumber & Hard- 
ware, Holladay, Utah, said: 

“I don’t believe we've had _ too 
many slow days lately, anyway.” Tim- 
merman’s yard is located in a sub- 
urban area which affords a lot of do- 
it-yourself business. 

A Minnesota dealer, manager Roy 
Peterson at Stewart’s Building Mart, 
also reported good week-long business 
with part-time help for Saturdays and 
evenings. 

“Actually, we don’t have any slow 
day,” commented Peterson. “We are 
tickled to death when we have a 
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NEW MARKET among tract builders 
could be shoji screen room dividers of 
translucent fiberglass panels. Builder Ed 
Knobel of Richardson, Tex., installed di 
viders such as shown above in part of 
his 263-home development. The screens 
replace a wall dividing living and family 
rooms, according to Filon Plastics Corp., 
the manufacturers. 





breather and are able to straighten 
things up and stock our shelves.” 

Handling traffic. Fred Boes, manag- 
er, Anchor Lumber Co., Salt Lake 
City, says his firm pulls outside sales- 
men into the store on Saturday to 
handle the extra business. Frank B. 
Rauch, president, Rauch Lumber Co., 
St. Charles, Mo., reported the same 
procedure. 

In order to cut down on overtime 
pay, Joseph Tague, vice-president, 
James E. Tague & Co., Inc., Philadel- 
phia, uses office help to handle the 
extra Saturday load. George March, 
Sr., treasurer, I. F. March Sons Co., 
Bridgeport, Penna., says he and his 
son pitch in on sales themselves to 
handle the rush periods. They also 
bring in a couple of yard people. He 
could mention no special “slow day.’ 
One week it may be Monday, anothe: 
Tuesday or another day. 

Stanley Fish, secretary, Standard 
Lumber & Supply Co., Covington, 
Ky., said two salesmen are added for 
Saturday rush business in addition to 
the two regular store salesmen. Man- 
ager Steivers, Crawford Lumber Co., 
Council Bluffs, Iowa, said “some of 
our higher-priced help has to pitch in 
on Saturdays.” Manager George Kirk, 
Causeway Lumber Co., Fort Lauder- 
dale, Fla., calls in his outside sales- 
men to help on the counter on Satur- 
days. Kirk is another dealer who said 
business had been so good lately that 
it hadn’t been necessary to do any- 
thing to pull in traffic. 

Building new business. Although 
most dealers admitted they were do- 
ing nothing special to build business 
against slow days, some dealers have 
a definite program. In Cincinnati, 
Lumberteria, Inc. is promoting home 
improvement classes and product 
demonstrations. In St. Charles, Mo., 
the Rauch Lumber Co. is concentrat- 
ing its advertising on seasonal items 
by using two St. Charles newspapers 
twice weekly and a county paper once 
a week. A news program is sponsored 
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BUILDING INDUSTRY LEADERS discuss construction standards in a scene from the 
motion picture, ‘‘Today’s Homes: A Special Report.’’ Left to right: E. J. Burke, Jr., 
2nd vice-president, NAHB; Stephen Slipher, staff vice-president, U.S. Savings & Loan 
League; H. R. Northup, executive vice-president, NRLDA; Martin L. Bartling, Jr., first 
vice-president, NAHB; Carl T. Mitnick, president, NAHB and (nearest camera) Leonard 


L. Frank, treasurer, NAHB. 


Major Manufacturer Produces Film to 
Help Sell Homes and Home Improvement 


CHICAGO—A motion picture that 
encourages people to spend first for 
homes has been produced by the Cel- 
otex Corp. 

Titled “Today's Home: A Special 
Report,” the film will be released to 
500 television stations on February 
1. It will be shown at lumber dealer 
conventions. 

The film has the endorsement of 
the National Retail Lumber Dealers 
Association and other building indus- 
try groups, according to Marvin 
Greenwood, Celotex vice-president 


and director of merchandising. He 
said that there is no mention of Celo- 
tex or its products in the body of 
the picture. The film will be available 
later for showings by individual deal- 
ers. 

Narration is by John Cameron 
Swayze. Brief sketches show the ben- 
efits of home ownership. Variety in 
construction material is shown 
throughout the film. The picture also 
shows the contributions to improved 
family living made by lumber deal- 
ers. 





“Look Into The Mirror” Program is 
Scheduled for 22 Dealer Conventions 


New YorK—‘“Look Into The 
Mirror,” .a recorded program based 
on results of a secret shopper survey 
among lumber dealers, will be fea- 
tured at 22 regional dealer conven- 
tions, it has been announced by its 
sponsor, LOOK magazine. 

The original show was viewed by 
dealers at the National Retail Lum- 
ber Dealers Exposition in Cleveland 
in November. Miss Carolyn B. Net- 
tleton of C. B. Nettleton, Inc., Cov- 
ington, Va. and Al Stephan, vice- 
president of Peter Lumber Compa- 
nies, Philadelphia, participated in the 
show. It was designed by the Middle 
Atlantic Lumbermen’s Association, 
under the guidance of Bob Jones, 
executive-vice-president. The show 
was produced by LOOK. 

In making the survey, which the 
show documents, trained women 
shoppers called on lumber dealers 
seeking information, help and advice 


on all kinds of home building and re- 
modeling problems. 

In addition to the original program 
shown in Cleveland, the show in- 
cludes a message from H. R. Northup, 
executive vice-president of NRLDA 
and several dealer training films spon- 
sored by six manufacturers. 


Plywood from Guatemala 

New York—United States Ply- 
wood will market the entire export- 
able surplus of the only plywood 
manufacturer in Guatemala under 
terms of a 10-year contract just 
signed. 

The principal tropical wood from 
Guatemala is Banak, a dark red 
hardwood with a_ highly-figured 
grain. It makes a decorative prefin- 
ished wall panel, according to Mon- 
roe W. Pollack of U. S. Plywood. 





STORE TRAFFIC DAYS 


(begins on page 27) 





three times a week on a county radio 
station and a city station is used daily. 

Demonstrations. of paint, paneling 
and tools are used to build Saturday 
traffic at Stewart’s Building Mart, 
Minneapolis. Shopping hours have 
been extended one hour on two busy 
days by the Olympus Lumber & Hard- 
ware Co., Holladay, Utah. 

“Oddly enough,” commented Wayne 
Whelan of Whelan’s, Inc., Topeka, 
Kans., “we have found that running 
a good ad with a house plan brings in 
about as many people as any of our 
special ads and with more immediate 
results.” 

W. L. Behan III, marketing direc- 
tor of 11 retail building material 
stores in St. Louis, Chicago and New 
Orleans, said that some impulse items, 
especially for women, had been add- 
ed. Clarence Sterns, Lockland (Ohio) 
Lumber Co., said that extended hours 
and newspaper advertising are em- 
ployed to build consumer business 
with an increased newspaper budget 
projected. 

Aside from Saturday, the day prior 
to a holiday week end is an unusually 
good traffic period, dealers reported. 
Wayne Haugen, owner, Aerial Lum- 
ber Co. in Lynnwood, a Seattle sub- 
urb, was the single dealer who re- 
ported Sunday as his best day fol- 
lowed by Saturday. 


Trade Groups Organize 

CuicaGco, ILL.—Formation of a 
Door Operator and Remote Control 
Association in which membership is 
restricted to prime manufacturers of 
garage door operators and/or opera- 
tor remote controls is announcd by 
the group’s newly elected president 
Howard A. Nusbaum of The Rado 
Matic Corp. DORCA will maintain 
headquarters in Chicago at 110 North 
Wacker Drive. 

A National Steel Door and Frame 
Association also was formed recently. 
Executive vice-president Herbert W. 
Wehe, Jr., Overly Mfg. Co., Greens- 
burg, Penna., was elected president of 
the new trade group. 


Formica Sales Change 
CINCINNATI—Formica 
reorganized its sales force into sep- 
arate industrial and decorative prod- 
uct lines, so that salesmen can be 
specialists, according to R. T. Mac- 
Allister, vice-president of sales and ad- 

vertising. 

Formica’s decorative sales force 
will handle the company’s newest 
product, Flakeboard, in the decora- 
tive laminate line. This includes 85 
standard patterns, colors and wood- 
grains; Formica wall tile and adhe- 
sives. 


Corp. has 
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“Looks /ike 
l'/! be here all night, Boss, 
there s not a garage open” 


Avoid costly breakdowns! Lease trucks from Hertz/ 


NO UPKEEP...NO INVESTMENT 


nN chinn 
} VW 


Had any “trouble” calls lately that meant a 
Switch to Hertz Truck Lease Service with the assurance of having a f 
and maintained fleet. Hertz provide c ( 
Or, we'll buy your present 
Either way, Hertz kee; 
Hertz reduces all yo 
budgetable check per week. You get out of the ti 
business. In addition to long term truck leas 
extra trucks by the hour, day or week f 
any emergency. Rely on Hertz—America’s N 
—with more than 500 stations in the U. S. and Canad 


Cc 


For more information, call your local Hertz office. Or write for 
fact-filled booklet, “How to Get Out of the Truck Busine 
Truck Lease, Dept. 7-118 218 S. Wabash, Chicago 4, / 
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THEY MAY LOOK THE SAME 








but CRESTLINE windows 
pay off in 
better quality... 





Crestline Casements 


and more profits! 
..and there are other differences, too! 


At first glance most wood 
windows look alike. The payoff, 
however, is in profits! That’s 
where CRESTLINE differs from 
the rest, because CRESTLINE 
gives you lower prices and 
greater mark-ups. Ask yourself: 
‘‘When I can sell a finer quality 
window for less than my 
competitors and still make more 
money, why settle for less?”’ 


PROFIT MORE CRESTLINE! ...BUY DIRECT! 
aie a 


For more information, ae 


write 


THE CRESTLINE CO. + Wausau, Wis., Dept. A 


b= SS W aaa} 
Removable 

Awnin 
Double-Hung Slideby Casement Stacking Awning 
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Labor Problems, Competition 
Lead to Liquidation Plans 


PITTSBURGH, PENNA.—Plans for 
liquidation have been announced by 
Hill Top-West Liberty Lumber Co., 
according to Rchard C. Iams, execu- 
tive vice-president. The big, long- 
established firm is now engaged in sell- 
ing its inventories and disposing of its 
property. 

The firm dates back to 1906 when 
C. W. Iams founded Hill Top Lumber 
Co. In 1911 Iams established West 
Liberty (Penna.) Lumber Co. as a 
wholly-owned subsidiary. Founder 
Iams retired from active manage- 
ment in 1956. At that time his son, 
Taylor S. Iams, became president. 
Another son, Richard, became execu- 
tive vice-president, secretary and 
treasurer. The two yards were con- 
solidated as Hill Top-West Liberty 


Lumber Co. in 1957 at a new loca- 
tion in Pleasant Hills, Pittsburgh sub- 
urb. 

The firm occupies 4% acres and in- 
cludes 35,000 sq. ft. of under-cover 
storage area plus 40,000 sq. ft. of 
outside concrete space, a large mill- 
work department, mechanized ma- 
terial handling and a railroad siding. 

Company officials told American 
Lumberman that a basic reason for 
liquidation is labor relations. 

“We found we just weren’t work- 
ing for ourselves any more,” Richard 
[ams said. “Relations with our union 
have become too difficult.” 

Another contributing factor, he 
said, is the extremely competitive 
situation faced by the company. 








QUALITY APPROVED 


ALUMINUM WINDOW 


TYPE DH Al SERIES 100 
SWETESTEO 38 +*«50 CERT NO 400 


MANUFACTURERS NAME 


Ty amo rare 








QUALITY APPROVED 


SLIDING GLASS DOOR 











TyPE SD-Al SERIES 500 
SIZE TESTED 12 0 «610 CERT NO 600 


MANUFACTURERS NAME 


Ty amo erare 











“Quality” Label for Aluminum Products 


NEW YorRK—The Aluminum 
Window Manufacturers Association 
has adopted the “Quality Approved” 
labels, shown above, for windows and 
sliding glass doors which meet its 
specifications. 

The specifications cover such points 
as materials, finish, construction, air 
infiltration and physical performance. 

The seal is a copyrighted emblem, 
printed on aluminum foil in red 
and black ink. It is 3142” wide by %%” 
high. 

Seven 
have been 


laboratories 
conduct 


independent 
authorized to 


compliance tests to qualify for the 
seal, according to AWMA president 
Sid Kulick. These are: 

Airfoil Impellers 
Station, Tex. 

BBB Engineering Service, Hialeah, 
Fla. 

Robert W. Hunt Co., Engineers, 
Chicago. 

A. F. Janes Testing Laboratory, 
Santa Barbara, Calif. 

University of Miami Housing Re- 
search Lab., Coral Gables, Fla. 

Pittsburgh Testing Laboratory, 
Pittsburgh, Penna. 

U.S. Testing Co., Hoboken, N. J. 


Corp., 


College 





Opens Chicago Office 

A Chicago area office is being 
opened by the J. J. Fitzpatrick Lum- 
ber Co., Madison, Wis, The office is 
located in the Old Orchard Shopping 
Center, Skokie, Ill. Ralph J. Simeone, 
vice-president and director of the 
company, heads the office, assisted 
by E. M. Thierry, Evanston, IIl., 
who has been working in the Chicago 
area for Fitzpatrick. 

Purpose of the new office is to 
increase the firm’s sales of full car- 
loads of western lumber and _ ply- 
wood. Sales will be made for Fitz- 
patrick’s Chippewa Lumber  Indus- 
tries, Glidden, Wis., large birch and 
oak dimension mill and its Douglas 
fir stud sawmill at Athena, Oreg., 


called the world’s largest. 

The Fitzpatrick yard and ware- 
houses at Madison continue to distri- 
bute Icl orders by truck to retailers 
within a 200-mile radius. 


Labor Law Report 

MILLINGTON, N. J.—The new 
management benefits under the 1959 
Labor Law and the amendments to 
the Taft-Hartley Act, all now in ef- 
fect, are described in layman’s lan- 
guage in a new report just issued by 
the Labor Relations Institute, PO 
Box 306, Millington, N. J. 

Single copies are available from 
the membership service division of 
the institute. 
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¢ Mike Grossman, 36, president of 
Building & Plumbing Supply Whole- 
salers, Inc., Taunton, Mass., has been 
elected to membership in the world- 
wide Young Presidents’ Organization. 
Grossman joins 1,500 other youthful 
presidents from the United States, 
Canada, South America, Europe and 
Asia who have achieved chief execu- 
tive rank before the age of 40. 


* F. C. Russell Co., Columbiana, 
Ohio, announces the appointment of 
Robert D. Putnam as vice-president 
in charge of sales and marketing. 


Joseph G. Hall Lewis C. Laderer 


* The Ruberoid Co., New York 
City, announces the promotions of Jo- 
seph G. Hall to general sales man- 
ager and Rhys L. Stanger to assistant 
general sales manager. 


¢ Lewis C. Laderer has been elected 
president of Wells Aluminum Corp., 
North Liberty, Ind., succeeding Cloyd 
D. Nickison, who resigned. 


* The Miami (Fla.) Window Corp. 
announces the appointment of S. H. 
Vuncannon as vice-president and gen- 
eral manager. 


* Georgia-Pacific Corp., Portland, 
Ore., has named Arthur W. Petrey, 
formerly with Greenhaw and Rush 
Advertising Agency in Memphis, 
Tenn., sales promotion manager for 
all products other than plywood. Wil- 
liam E. Lawson has heen named 
general manager of G-P’s California 
Redwood operations, including log- 
ging, timber, plywood and sawmill 
production, 


¢ Willima (Bill) Coleman, known to 
thousands of Boston Red Sox fans 
for his commercials on TV and radio 
baseball broadcasts, has been named 
general manager of the Blacker & 
Holland Lumber Co.., Quincy, Mass. 


* Wood Conversion Co., St. Paul, 
Minn., announces the appointment of 
K. C. Lindley as director of advertis- 
ing for all of the firm's products di- 
visions. W. G. Wolston has been 
named advertising manager of the 
Tufflex industrial products div. and 
K. C. Olson is the new advertising 
manager of the Nu-Wovod and Bal- 
sam-Wool building products div. 














4 ways to speed 
city desk work 


No other office machine does so many jobs 
so easily...for so little! 


INVOICES. Eliminate typewriting de- 
lays for customers who demand extra 
copies of invoices. Make as many dry 
copies as you need, quickly, on your 
‘“‘Thermo-Fax’’ Copying Machine. 


PRICE LISTS. Send dry copies of special 


price lists to specific groups on your 


prospect list. Copies are made in just 4 
seconds with the ‘“Thermo-Fax’’ Copy- 
ing Machine. 


DRAWINGS. Accurate dry copies of 
sketches and plans made in 4 seconds 
with your ““Thermo-Fax” Copying 
Machine—the only copying process 
that operates entirely by electricity 


STATEMENTS. Speed monthly billing 
and collections. Mail customers exact 
dry copies of your up-to-date ledger 
cards. Complete, error-free statement 
encourages prompt payment 


Phone your local dealer for full facts—or mail the coupon 


iiwnesora Miinine AND TVAnuracrurine COMPANY 
WHERE RESEARCH IS THE KEY TO TOMORROW 


Minnesota Mining and Manufacturing Company 


Dept. DCX-1180 


Saint Paul 6, Minnesota 


Send me detailed information on the ‘‘Thermo-Fax"’ Copy 


ing Machine. 
Name 
Company 
Address 


THE TERMS “THERMO-FAXK" AND 
SECRETARY” ARE REGISTERED 
TRADEMARKS OF MINNESOTA 
MIN'NG AND MANUFACTURING 
COMPANY 
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Meet the MacMillan brothers, lumbermen... 


i 














.».“MacMillan” is a very familiar 
name on the payroll of The Pa- 
cific Lumber. Company. Among 
them, Duke, Emmett, and Ray 
MacMillan have 104 years of 
continuous service, more years 
than the company itself. They 
symbolize Pacific in another way, 
too. As Trainmaster, Ray helps 
bring the huge redwood and fir 
logs to the mill. Foreman Duke 
oversees their conversion into 
prime lumber—through the great 
hydraulic barker to the saws and 
sorting chains to the dry kiln and 
yards for seasoning. Finally, Em- 
mett supervises order makeup, 
loading, and shipment to market. 


More than in most industrial 
operations, the production of 
high quality redwood lumber 
depends upon trained skill and 
judgment, born of aptitude, ex- 
perience, and a “feel” for wood. 
Men like the MacMillans typify 
the people of Pacific —in the 
woods, the mills, and the field. 
Lumbering is their profession; 
constant refinement of methods 
and product their dedication. 


It is because of this, that Pa- 
cific has maintained its position 
of leadership in the industry for 
more than 90 years. It assures 
you of a dependable supply of 
Architectural Quality Palco Red- 
wood —the industry's standard 
of comparison. 


PAL C @ 


THE PACIFIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Etk, California 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, Ill. 
2185 Huntington Dr., San Marino 9, Calif. 


Py 


Member of California Redwood Association | \ 
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TWICE AS MANY DELIVERIES—Using steel strapped lumber packages and roll-off 
truck bodies, Moser Lumber Co., Naperville, Ill., doubled the number of trips per 
delivery per day. The system reduced a truck's loading and unloading time from 
4 hours to 45 minutes. The 7,000 bd. ft. packages are loaded onto truck, then 
heavy-duty Acme strapping from portable coil holder is placed around load, as 
shown at left above. This takes two men about 30 minutes. At site, load is rolled off 


in five minutes, as pictured right above. 


1960 Conventions 


JANUARY 

18-20—Kentucky, Louisville, Kentucky hotel 
(Donald A. Campbell, executive vice-pres 
Lebanon). 

21-23—West Virginia, Clarksburg, Stonewall 
Jackson hotel. (Sherman Richards West 
secretary, P. O. Box 230, Buckhannon) 

24-27—Southwestern, Missouri, Kansas City 
Municipal auditorium. (G. Kenneth Milli- 
ken, executive vice-pres., 512 City Nation- 
al Bank Bldg., Kansas City, Mo.) 

25-27—Northeastern, New York City, Statler- 
Hilton. (Paul S. Collier, executive vice- 
pres., Horace G. Pierce, managing dir., 339 
East Ave., Rochester, N. Y.). 

28-29—-Maple Flooring Mfrs. Assn., Chicago 
Ill., Union League Club 

FEBRUARY 

2-4—-Michigan, Grand Rapids, Civie audi- 
torium. (Donald J. Moe, secretary-manag- 
er, 1009 Bank of Lansing Bldg., Lansing) 

3-4—-South Dakota, Sioux Falls, Coliseum 
(Carl A. Carlson, secretary-treas., 1022 W 
15th St., Sioux Falls) 

3-5—Middle Atlantic, New Jersey, Atlantic 
City, Chalfonte Haddon Hall. (Robert A 
Jones, executive vice-pres., 2 Penn Centre 
Plaza, Room 1605, Philadelphia, Penna.) 

5-7—Home Improvement Products Show. 
Chicago, Ill., Navy Pier 

9-11—IIllinois, Chicago, Sherman hotel (J. D 
McCarthy, executive vice-pres., Edwin F 
Sembell, secretary, 410 S. Sth St., Spring- 
field) 

9-12—Intermountain & Mountain States, 
Colo., Denver, Shirley-Savoy hotel. (C. W 
Nortz, executive secretary, 432 S. Main 
St., Salt Lake City; 217 Colorado National 
Bank Bldg., Denver) 

10-11—Western Penna., Pittsburgh, Penn 
Sheraton hotel (R. F. McCrea, secretary 
manager, Plaza Blidg., Pittsburgh) 

14-16—Tennessee, Memphis, Ellis auditorium 
(Robert Stanley Owens, manager, 711 
Broadway, N. E., Knoxville) 

16-18—Western, Washington, Spokane, Dav- 
enport hotel. (Ross G. Kincaid, managing 
dir., 333 First West, Seattle, Wash.) 

16-18—Wisconsin, Milwaukee, auditorium 
(H. P. McDermott, executive vice-pres., 
501 Milwaukee Gas Co. Bidg., Milwaukee) 

17-19—Nebraska, Omaha, Civic Bldg. (Phil 
Runion, secretary, 1026 Trust Bldg., Lin- 
coln). 

17-19—Virginia, Fort Monroe, Old Point 
Comfort. (Harris Mitchell, secretary-man- 
ager, P. O. Box 7236, Richmond) 

23-25—Ohio, Columbus, Veterans Memorial 
Bidg. (Charles E. Benson, executive vice- 
pres., P. O. Box 196, Xenia) 


MARCH 

1-3—Indiana, Indianapolis. (Robert Craft 
executive secretary, 2413 N. Meridian St 
Indianapolis). 

6-8—North Dakota, Grand Forks. (Maynard 
A. Finch, secretary, P. O. Box 534, Fargo) 

8-10—Carolina, North Carolina, Asheville 
Municipal auditorium (E. J Garner, 
secretary, 3909 Monroe Rd., Charlotte, 
N. C.). 

13-15—Montana, Butte, Civic Center. (Rob- 
ert J. Lawrence, manager, 326 Fuller Ave., 
Suite 19, Kohrs Bldg., Helena). 
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Mem- 


secre- 


15-16—Iowa, Des Moines, Veterans 
orial auditorium. (W. H. Badeaux 
tary, 1912 Grand Ave., Des Moines) 
22-24—Louisiana, New Orleans, Jung hotel 
(R. Needham Ball, executive vice-pres 
528 Florida St., Baton Rouge) 
22-25—New Jersey, Atlantic City, Haddon 
Hall hotel (No exhibits). (Hugh O 
Tompkins, managing dir., 1060 Broad St 


1—Mississippi, Biloxi, Buena Vista 
:. B. Lemmons, secretary, P. O 
Box 1968, Jackson) 


APRIL 
10-12—-Texas, Austin Gene Ebersole 
ecutive vice-pres., P. O. Box 5222, Aust 


31) 

19-21—Southern Calif., Los Angeles Am- 
bassador hotel. (Orrie W. Hamilton, ex- 
ecutive vice-pres., 111 W. 7th St Suite 
1018, Los Angeles) 

21-23—Florida, Jacksonville, Robert Meyer 
hotel (L Vincent Ogletree executive 
secretary, 2218 Edgewater Drive, Orlando) 

22-25—Georgia. Lookout Mt., Tenn., Castle 
in the Clouds. (No _ exhibits) ( 
Drews, executive secretary, 351 U 
way 41, South, Perry) 

24-26—Northern Calif. Yosemite WN: 
Park, Ahwahnee hotel, Calif 
hibits). (Jack Pomeroy, executive 
pres., 24 California St., San Francisco 
28-30—Arizona, Tucson. (No exhibits) rus 
R. Michaels, secretary-manager, 4740 N 
Central Ave., Phoenix) 


MAY 

8-11—National Building Material Distributors 
Assn. Spring Convent I 
Ark., Arlington hotel 
general manager 22 
Chicago 3, III.) 

JUNE 

13-14—-Southern Sash & Door Jobbers Assn 
Annual Membership Meeting, Mem; 
Tenn., Peabody hotel. (Thomas Birchfield 
secretary-treas., 330 Joyner-Rembert Bldg 
3340 Poplar Ave., Memphis 11, Tenn 


NOVEMBER 

13-15—Southern Sash & Door Jobbers Assn 
Annual Fall Meeting White Sulphur 
Springs, West Va., The Greenbrie1 


The 1960 convention of the National Re 
tail Lumber Dealers will be held in San 
Francisco, Calif., Nov. 12-13-14 and 15 


1960 Convention 


Dates Still Pending 


Alabama. (Mrs. Mary K. Harless x 
tive secretary, 519 Stallings Bldgs B 
ingham) 

Arkansas. (E. DeMatt Henderson, secretary 
727 Pyramid Bldg., Little Rock) 

Kansas. (Marvin Von Fange, secretary 
Farmers National Bank Bldg., Salina) 

Midwest. (Edwin W. Elmer, executive sec 
retary, 2901 Pleasant Ave., Minneapol 
Minn.) 

New York. (Whitney F. Harris, secretary- 
manager, 56:2 Grand Central Termina 
New York 

Oklahoma. 


Morgan, secretary-man- 
ager, Leonhardt sldg “ity 


Oklahoma ( 





ized Model Rooms 


Home improvement is big business for Mrs. Doris 


Schweitzer. In six years her business has grown to 
include: 
¢ 4,500 home improvement projects completed 
last year. 
200-man organization, including 50 full-time 


carpenters. 
90 outside salesmen. 
$250,000 annual budget for promotion. 


FIVE FULLY-DECORATED model 
rooms, part of 30 in the show- 
rooms of East Coast Attic and 
Basement Co., are shown above 
and to the right. The full-size 
models include attics, recrea- 
tion rooms, family rooms, kitch- 
ens, added rooms, dens and 
bars. 











ACK IN 1953, when Mrs. Doris Schweitzer started her 
East Coast Attic and Basement Company, she took a 
good deal of ribbing from her competitors—all males. 

“What does a woman know about home moderniza 
tion” they'd ask prospective customers who had _ visited 
the soft-spoken Long Island housewife. 

That was a taunt Doris Schweitzer heard many times 
in those early days and still hears occasionally. But, luck 
ily, it was a question she knew how to answer. Using 
facts, progressive merchandising and promotion and an 
ultra-soft-sell technique, she turned this gentle jibe to her 
advantage in building East Coast from a home-based, part- 
time operation to one of the leading firms of its kind in 
the nation. 

The proof: the company completed 293 home modern 
ization projects in its first year of business, while still op 
erating from a desk and telephone in a corner of Mrs 
Schweitzer’s East Meadow, L. I. home. This year, the total 
soared past 4,500 now carried out by a 200-member staff 
working in three of the east’s most unusual showrooms 
Mineola, Long Island; Rego Park, Queens, N. Y.; and the 
latest—Fair Lawn, N. J. 

Four key words help explain the phenomenal growth 
of East Coast in the short span of six years—purchasing, 
production, merchandising and promotion. Large-scale 
purchasing and _ efficiently-organized construction have 
enabled Mrs. Schweitzer to pass substantial savings on to 
her customers while delivering what she calls “custom re 
sults at supermarket prices.” 

And “big league” merchandising and promotion tech 
niques have resulted in more prospective customers who 
feel a sense of confidence in East Coast, and therefore 
“close” with the company more quickly. 

East Coast’s purchasing policies are one of the impor- 

(continued on page 39) 
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Nautilus No-Duct 


in a new deluxe model priced for 





Eliminates cooking odors, grease and smoke without ducts or vents 


Now you can offer all prospective home buyers the 
comforting assurance of grease-and-odor-free kitchens 

thanks to this new no-duct range hood, specially 
designed and mass produced . . . and priced low enough 
for your lowest-cost homes! 

There’s nothing to take up cabinet or shelf space. 
And, because there’s no expensive duct work or in- 
stallation...no tinsmith, no carpentry, no holes in 
the wall... the Nautrtus No-Duct Hoop costs less 
than the total cost of conventional units. 

Using a special Activated Charcoal Filter—plus a 
Grease Filter—the NautiLus No-Duct Hoop removes 
cooking odors, fumes, grease and smoke, recirculates 
pure, fresh air. No stains or smudge, no clean-up jobs! 


Quality built, of rugged unitized construction, this 
new self-contained appliance can be easily installed in 
your sample kitchen... over any kind of range, on 
any wall, in any type of home or apartment. 


Quiet-operating fan 

Heavy-duty Activated Charcoal Filter 
Lifetime Aluminum Mesh Grease Filter 
Built-in light . . . pushbutton control 
Available in 30", 36" and 42" lengths 
Colors: Coppertone and Silvertone 


Custom Modei also available in 24", 30", 33”, 36”, 39", 40", 
42” and 48” lengths, in 3 copper finishes, plus stainless steel 
and GE “‘mix-or-match”’ colors. 





CAN BE INSTALLED IN MINUTES 


No vents, ducts, carpentry required 








Screw hood to cabinet—and the job's all done 
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True scientific air purification without vents or ducts 





Uses same air purifying principle as Sub- 











marine Nautilus. The Nautitus No-Duct Powerful fan (A) draws odor and grease- 

Hoop eliminates odors and air contaminants laden air through the Grease Filter (B) and the 

with an Activated Charcoal Filter—the same Activated Charcoal Filter (C), then recirculates 

scientific principle that enabled the atomi pure, fresh air through vents at top. 

submarine Nautilus to stay under water two 

months without new supplies of fresh air r-— - - - - - - - - - 
MAJOR INDUSTRIES, INC AL-1 






505 North LaSalle Street, Chicago 10, Illinois 
/ Please send me further information and prices on the 
WZ Deluxe NAUTILUS NO-DUCT HOOD (Model P-1 


Nautflus 


NO-DUCT HOOD 






Advertised in Better Homes & Gardens 
Featured on Network TV Shows 





BEFORE AND AFTER PIC- 
TURES of a basement rec- 
reation job completed by 
East Coast Attic and 
Basement Co. Builtin hi-fi 
features are pointed out 
below by Mrs. Schweit- 
zer, who designed the 
room. 
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tant reasons for the company’s success. The organization's 
wall, floor and ceiling materials arrive through distribu- 
tors and manufacturers in carload lots; the resulting price- 
break becomes one of the prime selling points. 

But price is not the only factor involved. East Coast 
buys wood from all over the world—from South America, 
Japan, Korea, and Hong Kong, as well as in the United 
States. For East Coast customers, that means variety. 
Many of the woods it purchases are unfinished, since 
each East Coast location includes extensive milling facili- 
ties. One result is that East Coast can specify genuine 
mahogany moldings, for example, at no extra cost. 

To solve the problem of overstocking, especially in ply- 
woods, East Coast has to conduct a volume operation. It 
has to move woods out of its storage facilities almost as 
soon as they are delivered. It accomplishes this in a num- 
ber of ways. First, it creates volume demand for its serv- 
ices. Secondly, after the demand is expressed in the form 
of a go-ahead from a customer, a well-oiled construction 
machine satisfies the demand with dispatch. 

The company’s team of more than 50 full-time carpen- 
ters work together most of the time. They learn one an- 


other's work habits and that increases the efficiency and 
quality of their work. 

Heart of the teamwork system is production manager! 
Andrew W. Browne. On a huge blackboard above his 
desk, Browne keeps tab on all projects under construction, 
schedules new ones, wipes away old ones as they are 
completed. 

Browne assigns the carpentry teams, often according to 
the kind of workmanship called for. He schedules the dis- 
patch of East Coast clean-up and delivery trucks, speci- 
fies materials needed and with the aid of a circulating 
trouble-shooter, who moves from job to job, checks each 
job’s progress from day to day. 

Another important facet of his work is coordinating the 
work of other mechanics—electricians, plumbers, plaster 
ers—with the work of the carpentry crews. As major 
construction work is completed on each job, a two-man 
“final follow-up” team adds finishing touches, such as a 
small molding which may have been missing when the 
carpenters needed it. In this way, carpenter teams are not 
delayed while waiting for such items. 

Maintenance of this sequence as a smoothly-running 
work procedure keeps construction delays to a bare mint 
mum—an important minimum because the fruits of 
proper teamwork are financial savings which often repre- 
sent East Coast’s entire margin of profit. 

Salesmanship. East Coast’s progressive approach is most 
apparent in the fields of merchandising and promotion. 
The firm has never permitted cut-away models of attics 
or basements to be used in its showrooms. In its three lo- 
cations, the company displays a total of more than 30 full 
sized, fully-decorated rooms. 

Each showroom is a complete home unto itself, illus- 
trating the wide variety of possibilities for the use of wood- 
paneling. The Mineola showroom, first of the company’s 
three locations, includes music room, family room, den, 
office, recreation room, lavatory, kitchens, attic bedrooms, 
library, and many bars. Each is paneled in a different 
wood, ranging from traditional knotty pine in a den to 
fruitwood in the dream kitchen. Other showrooms have 
similar layouts. 

Mrs. Schweitzer believes that if she can find an oppor- 
tunity to show her products, the prospects sell themselves. 
That’s one reason she makes a point of using store-front 
property for her showrooms. In this way, several actual 
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Newark Star-Ledger 


BEE ROOMS taxe Ove 
People don't live 
ig ‘ving rooms 
Xe they used to 


ranch or split-level house—is illustrated in this picture. Such proj- 


ects start at $3,000 and may go as high as $10,000. 


ONE OF THREE SHOWROOMS operated by East Coast, this one at 
Mineola displays several full-sized model rooms, each paneled in 


FEATURE STORY REPRINTS, also ads, are frequently 
used as promotion pieces by the East Coast firm as 
store give-aways and by outside salesmen. 


a different wood. Model rooms are close to company’s shop facili- 


ties, convenient to change or modify. 


rooms can be constructed so that they are in full view of 
passersby through massive plate glass windows. 

A visit to an East Coast showroom is obviously the com- 
pany’s most persuasive sales tool. When this isn’t possible, 
the firm tries to bring the showrooms into the homes of 
prospective customers. It does this through stero-photo- 
graphs in full color, beamed from hand-held projectors. 

Photography, however, is only one of many sales aids 
and techniques employed by Mrs. Schweitzer’s 90-man 
sales force. The salesmen’s approach is the most crucial 
element in creating confidence, Mrs. Schweitzer believes. 
For this reason, she conducts weekly sales orientation 
meetings to instill in her people the conviction that “high 
pressure means no sale.” 

Like Mrs. Schweitzer herself, East Coast salesmen em- 
ploy the ultra-soft-sell, as befitting a company with some 
years behind it and many more anticipated in the future. 

“Just imagine you're representing United States Steel 
or du Pont,” Mrs. Schweitzer often tells a new salesman. 
“Don’t twist the facts to make a sale. Be helpful, but fitm. 
We're not a bargain basement. If you don’t make a sale 


Basements Lead in Remodeling 


Basements are the most popular project at East Coast 
followed by family rooms and attic rooms. Interest re- 
cently has mounted in the space-maker—adding a second 
story to a ranch or split-level house. Basements, attics 
and added rooms usually start at about $1,500 and range 
up to about $10,000. The space-makers start at $3,000. 


today, the company will survive, and there'll be another 
customer tomorrow.” 

Salesmen work under various compensation plans includ- 
ing a combination of salary and commission. Salesmen 
never make blind calls. 

Next to courtesy, knowledge is the East Coast's sales 
man’s best friend. The company hires only those with prior 
experience in lumber or construction—Mrs. Schweitzer’s 
own background. Every salesman is equipped to speak 
knowledgeably about different grades and prices of mate- 
rials, point out ways to effect economies in construction, 
means to achieve varied decor effects with combinations 
of wall, floor and ceiling materials 

East Coast spends upwards of a quarter-million dollars 
a year on advertising, public relations and sales promo 
tion, 

Backbone of this program is newspaper advertising—in 
the New York Daily News, Long Island’s Newsday, Long 
Island Press, Newark Star-Ledger, Newark Evenine News 
Bergen Evening Record and others. Ads are reprinted 
following publication and used by salesmen in the field. 

Public relations materials are treated similarly. Feature 
stories about East Coast projects have appeared in na- 
tional magazines and in such newspapers as The New 
York Times, The Herald Tribune and Newsday. Reprints 
of these articles are used as showroom throw-aways and 
by outside salesmen. Special advertising is keyed to holi- 
days like Thanksgiving and Christmas. 

Showrooms are open several nights a week as a general 
rule. Four salesmen staff each showroom. East Coast regu- 
larly stages an annual home expansion exhibition, which 
is keyed to a special theme. This year’s theme is the space 
maker type of project—the addition of a second story to 
a ranch or split-level house 
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COMPLETE MODEL KITCHEN occupies the front of ‘Shaw's Downtown," kitchen selling 
headquarters of Shaw Lumber Co., St. Paul, Minn. The store is headquarters for firm's con- 


tractor kitchen selling organization. 


Kitchens are Ideal for Downtown Store 


Minnesota dealer, aided by five-man staff, places 
strong emphasis on builder sales by offering la- 
bor, materials and custom cabinets in a package. 


TY\OWNTOWN DISPLAY of build- 

ing materials succeeds when you 
make it a specialty selling center. 
This is the experience of Shaw Lum- 
ber Co. 

About a year ago Shaw’s set up a 
display of all kinds of building prod- 
ucts in downtown St. Paul, but sales 
results were disappointing. However, 
when Shaw management changed the 
emphasis to selling complete kitchens, 
sales picked up. 

Under the management of Thom- 
as J. Boemer, an experienced lumber- 
yard manager, Shaw’s Downtown has 
built up a five-man staff which sells 
kitchens to homeowners and _ con- 
tractors. Contractor volume now is 
running about 80% of the depart- 
ment’s total volume of approximately 
$15,000 per month. Boemer has found 
a good market among Twin City con- 


4Q 


tractors specializing in apartment 
construction and has put in a special 
line of cabinets with them in mind. 

For contractor sales, Boemer’s de- 
partment is currently busy with a line 
of plastic laminate-faced cabinets 
which compare favorably in_ price 
with wood units. Installation savings 
are stressed in selling contractors. 
Also, as new home selling becomes 
more competitive, builders have found 
that a complete styled package kitch- 
en in their homes is a valuable sales 
tool. Proof is that four out of 14 
Twin Cities 1959 Parade of Homes 
houses had Shaw Lumber Co. pack- 
aged kitchens in them. Shaw men act 
as sub-contractors and install kitchens 
for builders. 

“The shortage of skilled finish car- 
penters also helps us sell package 
kitchens to the contractor,” adds man- 


ager Boemer. “It takes a better car- 
penter to build cabinets on the job 
than builders can hire. There just aren't 
enough skilled carpenters around these 
days.” 

Selling kitchens to homeowners 
ties in nicely with contractor business, 
too. 

“Not more than 20% of the owners 
who buy our kitchens are capable to 
doing this work,’ Boemer adds. “We 
have to arrange for installation, which 
pleases our contractor-customers.” 

Boemer has two men who spe- 
cialize in selling homeowners and 
two who go after contractors of apart- 
ment houses and new home projects. 

“Shaw’s Downtown,” as the store is 
known, is 26’x60’. In this area are 
two complete kitchens plus three par- 
tially completed kitchens. Also there 
is room for the desks and drawing 
boards used by Boemer and his four 
associates. 

Shaw Lumber Co. has its own cab- 
inet shop where its own line of wood 
kitchen cabinets are made. 

“However, we're selling about 75% 
of our jobs in the factory-made plas- 
tic-finished cabinets,” Boemer says. 
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Carcfrer and Beautiful — 


NEVAMAR PLASTIC KITCHENS 








a hd 0>S% a 


Hail 

















Every cabinet and every unit has a lifetime NEVAMAR 
plastic surface that stays beautiful always, shrugs off scars 
and stains , . . never needs painting. In designer patterns 
and rich wood-grains, See this kitchen of lifetime, carefree 
beauty now at Shaw's Kitchen Center, 90 E. éth St. 


Open Tonight ’Til 9 











$T. PAUL SHAW'S DOWNTOWN 
217 Come Avenve 90 E. Sixth Street 
HU. 8-2525 CA. 4.9631 





WEST ST. PAUL | souTH ST. PAUL 
1015 Dodd Reed 633 Se. Coneard 
CA 4484S GL. 113466 : ; 
PICTURES HELP SELL, report the men at ‘Shaw's Downtown." 
ae ee is F The firm takes photographs of outstanding jobs and displays 
OPEN ‘TIL 9, invites a recent “Shaw's Downtown" ad, telling than tn their-downtown sore. 
about the line of plastic-faced cabinets which comprise 75°, 


of kitchen sales volume. 








SHAW’S OWN line of wood kitchen cabinets enable the firm to take jobs in all price ranges. Built in appliances are featured 











ilver Band 


ORANGEBURG AND THE SILVER BAND ARE REGISTERED TRADE-MARKS 


% THE NAME S OF THE SEBURG MANUFACTURING GO. 


Orangeburg’'s the Brand in Demand! Tee 
For more sales and more satisfied customers it pays to handle 
genuine Orangeburg. Consistently backed by the biggest 


campaigns behind any brand of pipe, Orangeburg is the 

name your customers know and ask for. They know it meets 

modern building standards. Means speedy, low-cost installa- Exclusive Orangeburg 
tion and long- life i in the bargain. Make sure you cash-in with Fittings featuring Taper- 
genuine Orangeburg.Write Dept. AL-10 for Circular SA-44 ¥g Bend weld Joints simplify the 
showing free Signs and Sales Aids. Orangeburg installation. 
Manufacturing Co., Orangeburg, N. Y.* Newark, Cal. 


cs 
*a~, ORANGEBURG MANUFACTURING CO. 
FLINTKOTE Division of The Flintkote Company, Manufacturer 
we” of America’s Broadest Line of Building Products 
Root-Proof Pipe and Fittings 
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A builder may hang a sign at the en- 
trance proclaiming that his is a quality 
_ home. But no signs are needed when 


- a Weiser Lock graces the door. 


From the moment a prospect grasps 


the handle, he experiences the good 





firm “feel” of quality —tangible evi- 


dence that this builder uses the best. 








| WEISER LOCKS 


WEISER COMPANY - 





SOUTH GATE, CALIFORNIA 








Dealer Sales Control in Action 


HARDWARE 
BUSINESS 


PRODUCT-OF-THE-MONTH 


AN IMPULSE STARTER that makes the starting of a 
power mower as easy as winding a clock now is standard 
equipment on Lober’s new 3 hp, 25” swatch cut and 3 hp, 
22” swath cut, super de luxe models. The mower has four 
adjustable cutting heights. A slide-up adjustable plate for 
cutting high grass and weeds is a new feature. A mer- 
chandising program is designed to pull customers. The new 
1960 power mowers are offered with Briggs and Stratton or 
Clinton engines. A new silent muffler cuts down noise; use 
of steel compression springs on each axle is said to keep 
wheels in alignment. M. Lober & Associates, Dept. AL, 
7 Central Park West, New York 23, N. Y. 
Circle No. 201 on Handy Cover Card 
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A monthly department merchandising Builders and House. 
hold Hardware; Paint and Sundries; Hand and Electrical Tools; 
Electrical Fixtures and Sundries; Plumbing Fixtures and Sup. 
plies. 


INDEX: Features, pages 46-50. Headlines, page 52. Trends, 
page 56. Products, page 64. Special Offers, page 80. Sales Aids, | 


page 82. 


DISPLAY-OF-THE-MONTH 


A MULTI-PURPOSE POCKET LEVEL for use in land- 
scaping, grading, laying out patios and pools or as a surface 
level for lining up cabinets, shelves and masonry now is 
available in an eye-catching self-service merchandiser. The 
display, 4” x 934”, enables a dealer to spot the new Sight ‘n’ 
Surface level on a counter where do-it-yourselfers, farmers 
and builders will see it. The level is made of aluminum, it 
has an oversize pocket clip and a protected vial. The display 
holds six levels, each is packed in a reusable styrene case. 
Twelve levels with displays cost a dealer $27.72. Each level 
retails at $3.85 for a gross profit of $18.48. A single six- 
pack costs a dealer $15.40. C. L. Berger & Sons, Dept. AL, 
37 Williams St., Boston 19, Mass. 
Circle No. 202 on Handy Cover Card 
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BECAUSE VALSPAR is a nationally known 
trademark recognized by generations of Ameri- 
can men and women as a symbol of highest 
quality and utmost reliability in varnish, enamel 
and paint. There is no finer. As a paint mer- 
chant you will be pleased to have your customers 
and prospects instantly associate your store with 
the hallmark of quality known to them for 
decades. 


BECAUSE VALSPAR—in spite of its superior 
quality—does not cost the consumer, or painter, 
or contractor, or maintenance man any more 
than other good paints. In many cases Valspar is 
quite a bit more economical both in terms of 
initial application and years of service. Your 
customer’s initial satisfaction with Valspar Prod- 
ucts plus your integrity in dealing with your 
customer secure his repeat business so essential 
to your success. 


BECAUSE VALSPAR offers your trade com- 
plete yet compact lines of paints, varnishes, and 
enamels for practically every inside or outside 
purpose—be it the home, maintenance, or indus- 
trial. Valspar Products are beautifully styled in 
modern colors. Color Cards, Counter and Win- 
dow Displays, Mailing Pieces are of original 
design and reflect Valspar’s atmosphere of qual- 
ity. Valspar Color Mixing Machines give your 
customer over 1200 Val-O-Matic Colors by Val- 
spar supported by an unbelievably rich array of 
outstanding merchandising helps including the 
most exclusive decorator’s guide. Women love to 
match their draperies, furniture, pillows and 
room accent pieces with Val-O-Matic Colors by 
Valspar. 


BECAUSE VALSPAR will work with you. Val- 
spar will constantly help you with new and novel 
merchandising ideas and campaigns designed to 
stimulate your established customers as well as 
attract new customers and additional volume— 
the very life blood of your business. Valspar 
welcomes your suggestions. Valspar will at all 
times weigh them carefully to be adopted or to 
be tried out wherever feasible. Valspar believes 
the customer should be King and a Trusted 
Friend expecting him then to feel as such. 


BECAUSE VALSPAR offers you a better than 
average profit. You, as the Independent Mer- 
chant, deal with Valspar, the Independent manu- 
facturer. With Valspar’s help you will be able to 
meet competition, enjoy your profit, and feel so 
secure because of Valspar’s published Declara- 
tion of Merchandising Policy. 
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THE VALSPAR CORPORATION, century old 
2 manufacturers of fine paints, varnishes and 
enamels, has committed itself to a permanent 
policy of merchandising its products through 
independent, aggressive, and forward-looking 
merchants. 

THE VALSPAR CORPORATION has not in the 
past, does not at present, and will not in the 
future, own any factory stores either directly or 
indirectly or under any subterfuge whatsoever. 
THE VALSPAR CORPORATION does not and 
will not jeopardize the future success and se- 
curity of any Valspar merchant or distributor by 
opening such company-owned stores. 

THE VALSPAR CORPORATION stands ready 
—upon invitation—to help any independent 
Valspar merchant or Valspar distributor who has 
been a loyal, honest and sincere friend, Should 
such a friend encounter tragedy or trouble 
through no fault of his own, Valspar will assist 
in the recapture of independent financial se- 
curity to the benefit of the rightful owners or 
their heirs. There will be no cost. 

THE VALSPAR CORPORATION manufactures 
only the finest paints, varnishes and enamels. 
VALSPAR remains dedicated to the principle 
that through scieutific advancement and labora- 
tory research products and lines must forever 
be improved and modernized to help indepen- 
dent merchants stay well abreast of competition. 
THE VALSPAR CORPORATION will con- 
stantly, with the help and advice of its loyal 

customers, develop new and novel merchandising 

ideas tailéred to the independent merchant’s 

market and to provide him with an ever growing 

opportunity to fortify his security, increase his 

volume, and yield him considerably better than 

average profit. 





THE VALSPAR CORPORATION Date: 
7 East Lancaster Avenue, Ardmore, Pa. 


Please have Valspar’s Representative call and present 


Valspar’s Full Line Plan. 


spar 


Declaration of 
Merchandising Policy 








Name 





Street Address 
State 





Town 








Have the Valspar man ask for Mr 
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HARDWARE BUSINESS 





Well-rounded promotion backed by trained 
personnel, extensive inventory and dual 
guarantee, help Florida dealer beat tool dis- 





















































counters. 


LTHOUGH Miami, Fla. is one of the greater com- ! 
petitive markets in the nation, power tool at 
Bailey’s Lumber Yards continue to increase at the rate of | 
10%-15% annually. = | 
Power tool sales by the end of 1959 was at 
$25,000 a year on total purchases of $12,000 in one | 
franchised line and approximately $3,000 in all othe | 
lines, according to Mike Howell, hardware purchasing 
agent and assistant manager at the firm’s South 
branch. This business is done on a stock turn of 
times yearly as an inventory of $6,000 is maintained gt | 
all times. 

Bailey’s started to push power tool sales four years 
In 1957 sales topped the previous year by almost 
and since then have continued to climb at a slower, 
steadier pace. 

“As long as building continues as it has in this area, | 
expect power tools to be a good item for the next 5-10 
years,” states Howell. “The do-it-yourself market is good 
and steadily increasing, especially at Christmas time.” 

Service beats discounters. Competition from discount | 
houses and super supermarkets in the southern Florida | 
area does not bother‘sales at Bailey’s three yards. (A 
fourth branch was recently opened at Boca Raton.) 

“These competing outlets don’t bother us,” Howell de- 
clares, “because they don’t have qualified help to sell 
power tools and the necessary selection, And they dont 
service the tools themselves; they return them to the man- 
ufacturers. We guarantee power tools in addition to the 
manufacturer, so that a customer knows he will receive 
immediate satisfaction if his purchase gives any trouble.” 

The lumber dealer carries a complete selection in a full 
price range in one franchised line. The yard also handles 
other lines in order to meet price competition elsewhere. 
The franchised line does not have as great a markup # 
the non-franchised lines, but it isn’t being footballed and 
the manufacturer allows cooperative advertising allowances 
up to 5% of purchases with Bailey’s matching the ‘sum. 

Bailey’s generally allocates its advertising budget on it 
cost of power tools. Sixty percent of its advertising is ab 
lotted to hardware and paint, although this category ac 
counts for about 15% of Bailey’s total sales. Power tool 
account for approximately 13% of hardware sales. 

Bailey’s run a weekly half-page ad, varying betweet 
two and four columns. About once every three weeks the 
ad will include a ‘small cut on power tools. One out of 
every four of these weekly ads will be devoted exclusively 
to power tools. :| 

e firm participates, too, in a weekly four-hour rade 
program of high fidelity music and receives 10 spot alr 
nouncements, two emphasizing hardware. Power tools & 
ways get a plug on either of these announcements. How 
ever, the category comes in for heavy—almost steady 
CO-OP NEWSPAPER ADS plays up tools as gift suggestions, play both in the newspaper and on radio from the fit 
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also easy payments, although most purchases are for cash. of November until Christmas. x 
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POWER TOOL DISPLAYS also include acces- 
sories. Displays are backed by radio ¢nd news- 
paper advertising and store demonstrations. 


Cash sales. Bailey’s advertises layaways and time pay- 
ments but does very little in this way. 

“We haven't had nearly the play on our time-pay we 
thought we would,” asserts Howell. “We have had time 
payment in effect eight months, but most of the consumer 
trade has the money to pay cash and the contractor trade 
pays through their regular 30-day accounts,” 

firm does “a little business” in rentals, which Howell 
says are profitable. Most rental business is in belt sanders 
and saws. 

“We get our cost of the item out of the rental, and 
then sell the tool at our cost. With sanders, related sales 


| ate good in belts,” according to the purchasing agent. 


Drills and saws bring less markup from rental and eventual 
sale, so the yard pushes sanders. 


TOOL MERCHAN- 
DISING PROGRAM 
is discussed by 
Mike Howell, left, 
assistant buyer 
and Everette Cup- 
i, manager of 
Bailey's South Mi- 
ami yard. 


Most power tool sales are to contractors—about 75% 
in dollars, but about even itemwise on consumer sales. 
The average sale between the contractor and consumer 
business runs about $50. Expensive saws run up to about 
$150 and the cheapest drill handled is around $18. Most 
of the cheaper saws are $39.95; and most sales are in 
saws. 

Trained salesmen. All countermen are qualified to sell 
power tools, having been trained at manufacturers’ in- 
structional meetings or product demonstrations. Also, there 
is a general company sales meeting monthly; between 
times all mail directly concerning power tools is passed 
on to all employes to keep them alert to new ideas and 
trends. 

“We point out accessories for the tool the customer 
selects and when we make a sale we give him a pamphlet 
covering the rest of the line,” said Howell. 

Bailey’s has made numerous sales from power tool 
demonstrations. 

“We don’t do enough of this,” admits Howell. 

According to Howell, the customer will continue to re- 
turn to the yard where he bought his tool only if he re- 
ceived good service and if it was apparent the salesman 
knew what he was talking about. 

Power tools are displayed in various ways at Bailey’s 
yards. At one, they are hung from Pegboard on a wall. 
At South Miami, they are displayed in a 100 square-foot 
area from a Pegboard gondola, also on a stand supplied 
by the manufacturer. 

Bailey’s orders direct, placing orders four to six weeks in 
advance of needs. 

Bailey’s refuses to discount their franchised power 
tools, but will occasionally discount accessories of their 
non-franchised lines. 
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HARDWARE BUSINESS 





HIGHER NET from hardware is the theme 
of this ad directed to lumber dealers by 
the W. A. L. Thompson Hardware Co., 
Topeka jobber. Thompson offers a com- 
plete package from store layout to in- 








store traffic and net 


of s MODERN MERCHANDISING PLANI 
We have a MODERN MERCHANDISING 
PLAN for lumber dealers! 


@ Store engineering and planning. 
@ Fixture blueprints for economical construction of display 


fixtures. 


Is Your Hardware Department 
a Stepchild? 


Many lumber dealers are finding that this 
hardware department ‘Stepchild’ can increase 





profits through the use 







































ventory control. 


your store. 


display fixtures in both of these stores. 





@ A proven departmental list of the “MOST WANTED 
BASIC MERCHANDISE”. 


@ A workable system of inventory control. 
@ A skilled merchandising staff to install the plan “in 


Be sure to read about the Paul W. Light Lumber Company, Liberal, Kans., and the Woods Lum- 
ber Company, Lawrence, Kons., in this issue. We helped with floor layout and the design of 


For Complete injormation write or call Jim McHenry 


W. A. L. THOMPSON HARDWARE CO. 








Hardware Jobber Turns to Lumber Dealers 


Full-scale merchandising plan by Thompson Hardware Co., 
Topeka, Kans., has lumber dealers waiting in line for expert 


help in boosting sales and profits. 


IM McHENRY, sales manager, 

W. A. L. Thompson Hardware 
Co., Topeka and Dodge City, Kans., 
has two strong convictions on hard- 
ware in the retail lumberyard: 
* That many dealers have considered 
hardware as a stepchild, not an im- 
portant part of their overall business. 
* That often a dealer is not getting the 
full potential from his market area on 
hardware. 

Rather than just complaining about 
the situation, McHenry has in the past 
year devel a customized program 
for the hardware departments in retail 
lumberyards. It has been so successful 
that presently he has a waiting list of 
yards desiring to climb aboard his 
progressive program. 

Further, he agrees with American 
Lumberman'’s frequent complaints that 
hardware jobbers often “load” a lum- 
ber dealer and neglect proper display 
of building materials. 

“We are well aware of the position 
of the lumber dealer who sells lumber 
and many other building materials,” 
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McHenry comments. “We do not try to 
push this in the background, but rather 
to make the hardware department 
compliment his overall operation.” 

The Thompson plan is available to 
lumber dealers building new show- 
rooms or remodeling existing stores. 
During each phase of the program 
more sales and faster turnover are the 
guideposts. If you called McHenry for 
merchandising assistance here’s what 
you'd get: 

1. A market study of your area to 
determine the sales potential for hard- 
ware. The competitive picture would 
be carefully analyzed. Without a mar- 
ket study lines and inventory stocking 
would largely be guesswork. 

2. Store engineering comes next 
and includes a free store layout and 
color styling. Building materials are 
always included in the layout. 

3. Store fixture drawings are sup- 
plied and the dealer can either build 
them himself or have them constructed 
locally. There’s a decided saving here. 

4. A basic stock list is then pre- 
pared, which gives the lumber dealer 


a guide to follow in selling the most 
wanted merchandise. 

5. Thompson then supplies a crew 
that is trained to go in and put de- 
partments together by family and line 
of goods. The dealer relies on experts 
who know how to reap for the retailer 
the greatest reward from display and 
tie-in selling. 

6. After the installation is com- 
pleted, Thompson salesmen make up 
check cards for inventory control and 
periodically check each department, 
item-by-item, ordering what the dealer 
needs. 

This gives the lumber dealer a.great 
saving in man hours that have pre- 
viously been spent visiting with sales- 
men. The dealer still controls the buy- 
ing, but Thompson’s salesmen do the 
leg work. 

The Woods Lumber Co., Law 
rence, Kans., is a typical dealer cus- 
tomer of Thompson. Other recent jobs 
in Kansas include the Independent 
Lumber Co., Pratt; Davis Lumber Co., 
Hutchinson; Erickson Building Su 
Co., Clay Center, and the Paul W. 
Light Lumber Co., Liberal. 
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pu PONT ANNOUNCES THE 


New, low-cost color mixing machine is 
amazingly accurate, completely foolproof, 


gives you unusual profit opportunities. 


Now you can rid yourself of complex 

tube inventories and tube mixing . . . offer 
many more paint colors than ever before 
...and still save over 50% on the 

cost of colorants. 


What makes all this possible is a new 

color mixing machine—the Du Pont Color Master. 
Simple, compact, inexpensive. Check its 
features. Then get in touch with your 

Du Pont Paint Representative. He’ll explain 
how you can have the new machine without 
down payment or financing charges. Or write 
for descriptive folder to Du Pont Co., Finishes 
Division, Dept. AL-61, Wilmington 98, Del. 


Unique features of the Du Pont Color Master 
1 ACCURATE~— meters precise amounts of 


colorant, as little as 1/64 oz., as much 
as 4 full oz. per shot. 


SIMPLE —easy hand operation. 
No automatic gadgets to get out of order. 


bases, including flats, enamels, rubber-base. 
Offers thousands of color possibilities. 


COMPLETE — includes mixing-formula cards 
in metal cabinet, color display unit, 
complete merchandising aids. 


3 VERSATILE —tints almost all types of 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


REG. uw 5. nat, OFF 
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SELF-LOCKING 


EASY HANG perforated 
board fixtures! 


more posit 


locking 


without clips! 





Bubble-packed and 
Card-mounted packaging. 


The most popu- 
lar Easy Hang 
Fixtures—24 
items—are now 
eeeecene on 
ard-mounted 
or Bubble- 
packed Display 
Cards to assure quick 
identification . . . stimu- 
late self-selection . . . de-* 
velop volume sales. 


merchandiser 


A store-tested Easy 
Hang department in 
itself. Holds assort- 
ment of self-locking 
fixtures, plus perfo- 
rated board in bin 
at back. Takes small 
24" x 21’ floor space. 
Drop-shipped, pre- 
paid. Call your job- 
ber or write today. 









4 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 
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HARDWARE BUSINESS 









POWER TOOL TRADE- 
IN is subject under 
discussion between Ed 
Vescio, assistant man- 
ager, Boyer Lumber., 
Omaha, Nebr. and 
customer. 


Tool Trade-Ins Pay Off 


They help sell more tools and go-with materials for 


Nebraska dealer. 


POWER TOOL trade-in pro- 

gram has proven a valuable 
sales aid for the Boyer Lumber Co., 
Omaha, Nebr. 

“We probably do about $5,000 a 
year in trade-ins,” estimated Ed Ves- 
cio, assistant manager, “but it gener- 
ates extra business and the contacts 
we make are very useful.” 

The program started several years 
ago when a customer became inter- 
ested in a radial arm saw, but said he 
already had a table saw. Vescio says 
that power saws are the most fre- 
quently traded items with lawn mow- 
ers second. 

Boyer’s trade-in program is made 
possible by a complete machine shop 
used primarily to maintain § yard 
equipment and the shop plays a vital 
role in reconditioning trade-in tools. 

Both homeowners and contractors 
are trade-in customers. Vescio finds 
that contractors’ tools are usually in 
worse condition than those offered by 
do-it-yourselfers. There are numerous 
advantages to the trade-in offer. 

“When you sell a man a major 
power tool,” explains Vescio, “you get 
to know him pretty well. Usually he 
buys some lumber right away and he’s 
inclined to keep coming back.” 

Occasionally Boyer advertises a 
flat-price trade-in sale on power tools. 





Actually, this amounts to a discount, 
Vescio says. Sometimes the customer 
is advised to sell the old tool himself 
because of the limited trade-in allow- 
able. 

Well-attended sawdust parties, which 
are co-sponsored by a factory repre- 
sentative, who demonstrates equipment, 
are held by Boyer about four times a 
year. 


| r <4 
POWER MOWERS are favorite trade-in 
item. Melvin Camde, chief machinist, says 
this motor, after repair, may be sold to 
a father to power a miniature auto for 
his son. 
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CONTINENTAL® ORNAMENTAL FENCE IS 
BRIGHTER—LASTS LONGER. No other 
ornamental lawn fence possesses the 
brilliant bright coating of Continental 
Brytite®. Pickets, single or double, 
are straight and uniform, of rust re- 
sistant copper steel wire, heavily 
coated with Continental’s long lasting 
Brytite®. Range of heights. Choice of 
Gate sizes and styles. Also Brytite® 
Flower Bed Border. 





CONTINENTAL® GALVANIZED AND REIN- 
FORCING WELDED WIRE FABRIC. Here’s 
extra business for you—popular styles 
and sizes for many uses . . . Galvanized 
for pens, cages, guards, etc.; Rein- 
forcing for 30% greater strength in 
concrete work. Smooth welds, easy 
to use. Also reinforcing bars. 





CONTINENTAL NAILS are 


sharper, cleaner, hold better ! 


Now, from Continental’s new Nail Mill, come the finest nails 
ever made! A new, superior, 3-step chemical process cleans nails 
so well they pass the ‘‘white glove” test! Eliminate costly work 


smudges. The same process delivers the nails with points un- HIGH QUALITY CONTINENTAL® STEEL 


blunted —sharper, to start easier and drive straight. Most of all ROOFING AND SIDING. The popular Tyl- 
P 8 : Lyke Bin Dor (for Tyl-Lyke Roofing 


nails have greatest possible holding power. 10,000 kinds and sizes. only) is easily installed on the job, the 


Order your Continental Nails TODAY! ideal weather-tight roof opening. Three 
styles of Roofing & Siding: Tyl-Lyke, 


Corrugated, and 5-V Crimp. 


New ‘Sales Helps"’ 
Directory 
FREE—Send for your 
copy of new advertis- 
ing and sales promo- 

tion directory. 
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Hardware Headlines 





New Ideas In Paint, Hardware From Du Pont 


Here are new products coming on the market or in the final 
test stage by the nation's biggest chemical producer: 


* floor finish with two or three times the life of present 


products. 


* soil retardants which keep exterior paint new-looking. 
© field-tested exterior acrylic house paint. 
© plastic for builders’ hardware with advantages over metal. 


WILMINGTON, Det. The E. I. 
Du Pont De Nemours & Co., long- 
time supplier of basic raw materials 
for the building industry, is now giv- 
ing construction top priority in its 
fabulous research laboratories. 

As the year ended, the Wilmington 
firm helds it first tour for editors in 
the building field. American Lumber- 
man was the only publication repre- 
sented serving retailers and whole- 
salers of building materials. Paint and 
hardware are covered by this special 
report; others will follow on wall 
components, roof coatings, vapor bar- 
riers and protective films. 

C. W. Shay, product manager of 
trade sales for the finishes division, 
discussed Du Pont’s new paints and 
coatings. Here are the highlights: 

Textile floor finish. Although the 
name seems unusual, there’s a reason 
for such a label. This new item, now 
in production, was designed for tex- 
tile mills with their acres of wood 
floors subjected daily to hard use. It 
can also be applied to cement and 
concrete, but not over vinyl floor cov- 
erings. 

Du Pont states that its textile floor 
finish will last two to three times 
longer than conventional finishes. It 
is a single package, oil-free urethane 
clear, with qualities said to be supe- 
rior to alkyd, phenolic and epoxy 
floor finishes. Its gloss is high, almost 
colorless, staying light and pale for 
years. Heavy coats do not wrinkle, it 
is said. 

Application is with lamb’s wool or 
a mop for fast results. Rollers or 
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brushes can also be used. 

While developed for textile mills, 
this finish is now going into plants, 
laboratories, retail stores, school 
rooms, gymnasiums and office build- 
ings. Distribution is immediate and 
stocking is in one, five and 55-gallon 
drums 


Soil retardants. This new item is a 
water-like fluid which can make a 


PAINT MIXING MACHINE offered by Du 
Pont sells for just under $600, has sev- 
eral unusual features. Bulk colorants are 
used instead of small tubes with about 
a 50% saving. Colorant stock is small 
—only 14 colors in quart sizes. The sys- 
tem tints both latex and oil paints. 


smooth paint surface so slick that 
dust and dirt cannot cling to it 
Smudges are easily removed. 

Based on colloidal silica, it is mixed 
one part with 14 parts of water and 
sprayed, brushed, rolled or mopped 
on a clean exterior or interior sur. ~ 





face. Within 15 minutes a hard trans. 


parent coating is formed. q 

One-quarter of a cent’s worth will” 
coat a square foot. Only one thin coat 
is required; the thinner the film, the © 


more efficient the performance. The § 


finish does not affect the weather.” 
ing of paints. Succeeding coats of paint ” 
can be applied when necessary. 3 

Now on the market, the coating is” 
being used for storage tanks, equip-— 
ment, buildings, tunnels, corridors, as 7 
well as walls, signs and stairwells, 
Du Pont says it will not be made © 
available to homeowners until com. ~ 
mercial evaluations are complete ~ 
While no special health precautions | 
are required, the firm admits that” 
shrubbery must be protected when ~ 
the product is sprayed on. : 


Other paints and coatings. In sum- * 


marizing Du Pont’s plans for selling 
paints, Shay remarked that “making 
painting easier for both the profes 
sional and handyman is Du Ponts 
goal.” 


Painters, he said, have a stake in © 


Du Pont’s new exterior acrylic house 
paint, introduced last spring. Because 


the paint lasts 50% longer than con 


ventional paints, it puts the painter 
working with wood siding in a com- 
petitive position with factory-applied — 
acrylics and their strong claims for | 
paint life. 

Other features include safe applica- 7 
tion in damp weather, one-hour drying” 
time, resistance to dirt collection and” 
mildew, no objectionable chalking, ” 
popular low luster, good hiding power 
and coverage, vapor permeability and 
because of the water vehicle, easy | 
brush cleanup. : 

Other new Du Pont products i- 
clude a knot sealer in a push-button 
aerosol can; new metal primers for 
both galvanized steel and aluminum, 


which go over damp, rusted surfaces j, 


and super spar varnish. 3 
A varnish called “Ultra V” has 47 
(continued on page 56)” 
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HALF-TON PANEL 
F-100 CLASS..............$40 TO $161 








THREE-QUARTER TON PICKUPS 
F-250 CLASS..............$32 TO $185 





TON-AND-A-HALF STAKES 
F-500 CLASS..........+.+.$26 TO $246 





- TWO-TON STAKES 
F-600 CLASS..............$33 TO $141 











**Based on a comparison of the latest available manufacturers’ suggested retail delivered prices, 
including Federal excise tax, excluding dealer preparation, conditioning and destination charges. 
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... LESS TO BUY...LESS TO OWN... 
BUILT TO LAST LONGER, TOO! 
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HARDWARE TRENDS 


DETECTING SOME APATHY FOR HARDWARE WEEK the Advi- 
sory committee of manufacturers, wholesalers and 
retailers now promise a "New Look" for the event 
scheduled for April 28 « May 7, 1960. 


Details are still being worked out but a "Spec- 
tacular® has been announced for the April 30 
issue of the Saturday Evening Post. Planned is 
a 4-color center spread, plus a 12-page booklet 
hinged in the center of the magazine. New for- 
mats for trade and consumer contests are about 
ready. Store display materials will be of a new 
design with stronger appeals to store shoppers. 
Jobbers promise that their broadsides for dealer 
customers will be outstanding, that special buys 
will boom store traffic next spring. 





OHIO NOW HAS A FAIR TRADE LAW but only after the 
legislature overrode the Governor's veto by a 
112-6 vote. Ohio lumber, hardware and druggists 
had led a long fight for enactment of a new fair 
trade bill in their state. 


FATHER'S DAY SELLING is a natural in most yards 
considering the wide variety of lines handled 
which make excellent gifts for Dad. If you want 
to do a merchandising job next Father's Day keep 
in mind that a display kit is available from 
Alvin Austin, Father's Day Council Inc., 50 E. 
42nd St., New York 17, N. Y. The date is June 





19, 1960. Also check with your jobber for a list 


of manufacturers offering additional sales aids, 
plus sleeves and other special packaging for 
this event. 


HARDWARE DISTRIBUTION HAS STOOD STATIC in number 
of retailers, wholesalers and in quantity of 
goods handled, according to Russ Mueller, NRHA 
managing director. Speaking at the annual hard- 
ware congress in Los Angeles, Mueller noted this 
lack of progress was in the face of booming 
U.S. population. 


Faster turnover and profitable pricing was sug- 
gested by Mueller as a means to change this 

gloomy picture. He recommended wider use of the 
NRHA Turnover Handbook. Profits, he said, have 


declined for the past 10 years. "Unless our many 


problems are resolved," Mueller commented, "it's 
my personal feeling that the days of the hard- 
ware retailer are numbered." 


SELF-SERVICE ON HARDWARE continues to grow but 
men with long experience in the trade say it can 
only take care of 65% to 75% of purchases under 
the best of circumstances. Between 25% to 35% 
of your typical hardware customers will not know 
what they want or they might need the help of a 


clerk for making installation if required. Ignor- 


ing this sizeable percentage can reduce both 
overall sales and profits. 








NEW IDEAS 
(begins on page 52) 





promised life of two to three tig 
over high grade conventional g 
varnishes. It also costs two to th 
times the price of old line varnishes 
about $18 a gallon, according to Sh 
Aside from long life, the varnish 
an absorber to filter out sunlight, ~ 
Plastic builders hardware. C. 
Bauer, vice-president, Sargent Log 
Co., and Du Pont’s first hardw 
customer for “Delrin”, demonstrag 
samples of locksets made with 
new plastic. i - 
Delrin is a tough, rigid them 
plastic developed primarily for fig 
now dominated by die-cast meta 
Over 75% of its potential involves { 
placement of steel, brass, aluming 
and zinc at lower cost. . 
Sargent is now producing 
numbers of locksets with simple kng 
made of Delrin in a commer 
grade (161). They are being hor 
at the NAHB convention this mon 
for possible use on more expensi 
custom homes. 3 
Bauer, while labeling the new jj 
somewhat experimental, is offe 
goods for sale. He feels the new ki 
help dress and decorate flush doe 
generally used today without clas 
with the styling of a home or offi 
While Delrin does add a deg 
touch, the hardware comes in rath 
neutral colors with roses of fi 
enamel. . 


“Universal” Exterior Paint — 
Pianned by Sherwin-Williams 


CLEVELAND, On10O—A latex prodt 
that will be “closer to being a unive 
exterior paint than anything ever | 
veloped” will be introduced soon 
the Sherwin-Williams Co. 4 

Arthur W. Steudel, president, 4 
nounced the plan in a forecast” 
1960 business. He said that the 
paint stems from the same reseam 
base used for Loxon masonry paii 
introduced a few months ago. q 

Steudel said it has been difficult t 
keep pace with the demand for 
Loxon line. 3 

Prospects for Sherwin-Willian 
sales in the next decade are exe 
tionally good, the executive predicté 


Stanley Introduces 
New “‘Hardware Center”’ 


Basic stock selection, inventol 
control and organized display 
scribes Stanley's new “Hardware Cé 
ter” program announced this mont 

A total of 174 fast-selling bai 
items have been selected in 22 pm 
uct-related groups. The plannin 
in with the NRHA Turnover_ 
book. All merchandise is visual 
packaged. Stanley offers dealers $ 
inventory control cards, streamers, 
mats, publicity release and a @ 
chandising manual describing thet 
tire program. 4 
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THE PAUSE--- 
THAT SELLS MILLIONS OF SEE-THRU CARDS! 


This is modern merchandising Hager packaging 
shining hardware. on midnight black cards with a 
bulls-eye red signature that cashes in on 109-year-old 
Hager brand familiarity. 

No wonder today, Hager is America’s No. 1 

line in carded hardware! 


Ask your jobber or write for full information today. 


& PR 
EVERYTHING HINGES ON Hager / C.HAGER & SONS HINGE MFG.CO., ST.LOUIS 4, MISSOURI 








Hardware Headlines 





New Ideas In Paint, Hardware From Du Pont 


Here are new products coming on the market or in the final 
test stage by the nation's biggest chemical producer: 


¢ floor finish with two or three times the life of present 


products. 


* soil retardants which keep exterior paint new-looking. 
© field-tested exterior acrylic house paint. 
¢ plastic for builders’ hardware with advantages over metal. 


WILMINGTON, Det. The E. I. 
Du Pont De Nemours & Co., long- 
time supplier of basic raw materials 
for the building industry, is now giv- 
ing construction top priority in its 
fabulous research laboratories. 

As the year ended, the Wilmington 
firm helds it first tour for editors in 
the building field. American Luntber- 
man was the only publication repre- 
sented serving retailers and whole- 
salers of building materials. Paint and 
hardware are covered by this special 
report; others will follow on _ wall 
components, roof coatings, vapor bar- 
riers and protective films. 

C. W. Shay, product manager of 
trade sales for the finishes division, 
discussed Du Pont’s new paints and 
coatings. Here are the highlights: 

Textile floor finish. Although the 
name seems unusual, there’s a reason 
for such a label. This new item, now 
in production, was designed for tex- 
tile mills with their acres of wood 
floors subjected daily to hard use. It 
can also be applied to cement and 
concrete, but not over vinyl floor cov- 
erings. 

Du Pont states that its textile floor 
finish will last two to three times 
longer than conventional finishes. It 
is a single package, oil-free urethane 
clear, with qualities said to be supe- 
rior to alkyd, phenolic and epoxy 
‘loor finishes. Its gloss is high, almost 
colorless, staying light and pale for 
years. Heavy coats do not wrinkle, it 
is said. 

Application is with lamb’s wool or 
a mop for fast results. Rollers or 


52 


brushes can also be used. 

While developed for textile mills, 
this finish is now going into plants, 
laboratories, retail stores, school 
rooms, gymnasiums and office build- 
ings. Distribution is immediate and 
stocking is in one, five and 55-gallon 
drums. 

Soil retardants. This new item is a 
water-like fluid which can make a 





PAINT MIXING MACHINE offered by Du 
Pont seils for just under $600, has sev- 
eral unusual features. Bulk colorants are 
used instead of small tubes with about 
a 50% saving. Colorant stock is small 
—only 14 colors in quart sizes. The sys- 
tem tints both latex and oil paints. 


smooth paint surface so slick that 
dust and dirt cannot cling to it. 
Smudges are easily removed. 

Based on colloidal silica, it is mixed 
one part with 14 parts of water and 
sprayed, brushed, rolled or mopped 
on a clean exterior or interior sur- 
face. Within 15 minutes a hard trans- 
parent coating is formed. 

One-quarter of a cent’s worth will 
coat a square foot. Only one thin coat 
is required; the thinner the film, the 
more efficient the performance. The 
finish does not affect the weather- 
ing of paints. Succeeding coats of paint 
can be applied when necessary. 

Now on the market, the coating is 
being used for storage tanks, equip- 
ment, buildings, tunnels, corridors, as 
well as walls, signs and _ stairwells. 
Du Pont says it will not be made 
available to homeowners until com- 
mercial evaluations are complete. 
While no special health precautions 
are required, the firm admits that 
shrubbery must be protected when 
the product is sprayed on. 

Other paints and coatings. In sum- 
marizing Du Pont’s plans for selling 
paints, Shay remarked that “making 
painting easier for both the profes- 
sional and handyman is Du Pont’s 
goal.” 

Painters, he said, have a stake in 
Du Pont’s new exterior acrylic house 
paint, introduced last spring. Because 
the paint lasts 50% longer than con- 
ventional paints, it puts the painter 
working with wood siding in a com- 
petitive position with factory-applied 
acrylics and their strong claims for 
paint life. 

Other features include safe applica- 
tion in damp weather, one-hour drying 
time, resistance to dirt collection and 
mildew, no objectionable chalking, 
popular low luster, good hiding power 
and coverage, vapor permeability and 
because of the water vehicle, easy 
brush cleanup. 

Other new Du Pont products in- 
clude a knot sealer in a push-button 
aerosol can; new metal primers for 
both galvanized steel and aluminum, 
which go over damp, rusted surfaces 
and super spar varnish. 

A varnish called “Ultra V” has a 


(continued on page 56) 


January 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Which DAP product is BRAND NEW? 


This one is 


the New one. 


Brand new! A real improvement in spackling com- 
pounds, Creamy smooth, ready-mixed. Does a perfect 
job on plaster or wood. Sticks tight even when sanded 
to a fine feather-edge. Takes paint without priming. 
Thixotropic—won’'t separate in the can. Belongs in your 
store because every customer you've got is a DAP 
Spackling prospect! 

Think a minute about your DAP line! Do you stock 
DAP Black-Tite? It’s an asphalt-base caulking for 
tough sealing jobs. How about DAP Rope Caulk... 
nationally advertised as the solution to dozens of home 
sealing jobs. Or DAP Kwik-Seal® tub joint sealer—or 


Write today for 


catalog and 


DAP 


SPACKLING 


Compound 


NEW DAP 
SPACKLING 
COMPOUND 


DAP Caulk in handy collapsible tubes—or DAP “1012” 
caulking that matches the color of aluminum sash? 
Shouldn’t you add these DAP items to the DAP caulk- 
ing and glazing products you sell now? 

Get the facts on the full DAP line—and on DAP ad- 
vertising and promotion that sells that line fast—from 
your DAP wholesaler. Ask him about new DAP dealer 
promotion kits, too! 


DICKS-ARMSTRONG-PONTIUS, Inc. * Dayton 31, Ohio 


Factories in: Dayton, Ohio « Alexandria, Virginia * Chicago, 
Illinois ¢ Dallas, Texas * Decatur, Georgia * Melrose, Massa- 
chusetts * Richmond, California * Tampa, Florida * Xenia, Ohio 


Nationally advertised to millions in: 


The Saturday Evening Post * Mechanix Illustrated 
Popular Mechanics * Sunset * The Family Handyman 


details of dealer 


Home Maintenance & Improvement 


DAP 
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That’s your first saving—but not your last! Save 


again with over twice the front tire life! Again with 25.2°/% 


greater gas mileage! And it’s all certified 





in tests by independent experts! 


We're talking about big money . . . real money 
... your money! And there’s no question about 
saving it! Of all the leading makes, Ford Light- 
and Medium-Duty Trucks are the lowest priced, 
straight across the board! But initial price 
savings are just the start! 


TRUE TRUCK-TYPE 
SUSPENSION CUTS TIRE WEAR 


Ford Pickups are mustang-tough—built for the 
roughest going, with the proven truck-type front 
suspension. However, some 1960 trucks use a 
soft-type independent suspension which wears 
out front tires twice as fast. Certified tests by 
independent research engineers* have proved 
this. And the difference in wear, over the life of 
a pickup truck, can amount to $300 in tire 
savings; even more on a medium-duty truck! 


HIGHEST IN GAS MILEAGE! 


1960 Ford Pickups are gluttons for work—not for 
gas! That’s proved by certified economy tests of 
Ford’s modern six-cylinder engine! It’s the same 
dependable cost-cutter that scored 25.2% more 
gas mileage than the average of all competitive 
makes in Economy Showdown U.S.A.! 


SIGNED, SEALED CERTIFIED SAVINGS! 


Yes, this year, if you buy a Ford instead of a 
competitive truck, you can be sure to save— 
Ford’s economy is certified! Check the certified 
records yourself in your Ford Dealer’s ‘Certified 
Economy Reports’’...see and drive the new Ford 
Trucks . . . check the price tags . . . and you'll 
save for sure! 


*Names on request. See your Ford Dealer. 


FORD TRUCKS 
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PRICED BELOW ALL OTHER LEADING TRUCK MAKES” 


Ee cetil HALF-TON PICKUPS FORD SAVES YOU 


F-100 CLASS $33 TO $181 








HALF-TON PANEL 
F-100 CLASS $40 TO $161 





THREE-QUARTER TON PICKUPS 
F-250 CLASS $32 TO $185 





TON-AND-A-HALF STAKES 
F-500 CLASS $26 TO $246 





TWO-TON STAKES 
F-600 CLASS $33 TO $141 








**Bosed on a comparison of the latest available manufacturers’ suggested retail 


including Federal excise tax, excluding dealer preparation, conditioning and destination 


-». LESS TO BUY...LESS TO OWN... 
BUILT TO LAST LONGER, TOO! 
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HARDWARE TRENDS 


DETECTING SOME APATHY FOR HARDWARE WEEK the Advi- 
sory committee of manufacturers, wholesalers and 
retailers now promise a "New Look" for the event 
scheduled for April 28 = May 7, 1960. 


Details are still being worked out but a "Spec- 
tacular" has been announced for the April 30 
issue of the Saturday Evening Post. Planned is 
a 4-color center spread, plus a 12-page booklet 
hinged in the center of the magazine. New for- 
mats for trade and consumer contests are about 
ready. Store display materials will be of a new 
design with stronger appeals to store shoppers. 
Jobbers promise that their broadsides for dealer 
customers will be outstanding, that special buys 
will boom store traffic next spring. 








OHIO NOW HAS A FAIR TRADE LAW but only after the 
legislature overrode the Governor's veto by a 
112-6 vote. Ohio lumber, hardware and druggists 
had led a long fight for enactment of a new fair 
trade bill in their state. 


FATHER'S DAY SELLING is a natural in most yards 
considering the wide variety of lines handled 
which make excellent gifts for Dad. If you want 
to do a merchandising job next Father's Day keep 
in mind that a display kit is available from 
Alvin Austin, Father's Day Council Inc., 50 E. 
42nd St., New York 17, N. Y. The date is June 





19, 1960. Also check with your jobber for a list 


of manufacturers offering additional sales aids, 
plus sleeves and other special packaging for 
this event. 


HARDWARE DISTRIBUTION HAS STOOD STATIC in number 
of retailers, wholesalers and in quantity of 
goods handled, according to Russ Mueller, NRHA 
managing director. Speaking at the annual hard- 
ware congress in Los Angeles, Mueller noted this 
lack of progress was in the face of booming 
U.S. population. 


Faster turnover and profitable pricing was sug- 
gested by Mueller as a means to change this 

gloomy picture. He recommended wider use of the 
NRHA Turnover Handbook. Profits, he said, have 





declined for the past 10 years. "Unless our many 


problems are resolved," Mueller commented, "it's 
my personal feeling that the days of the hard- 
ware retailer are numbered." 


SELF-SERVICE ON HARDWARE continues to grow but 
men with long experience in the trade say it can 
only take care of 65% to 75% of purchases under 
the best of circumstances. Between 25% to 35% 
of your typical hardware customers will not know 
what they want or they might need the help of a 


clerk for making installation if required. Ignor- 


ing this sizeable percentage can reduce both 
overall sales and profits. 








NEW IDEAS 
(begins on page 52) 





promised life of two to three times 
over high grade conventional spar 
varnishes. It also costs two to three 
times the price of old line varnishes— 
about $18 a gallon, according to Shay. 
Aside from long life, the varnish has 
an absorber to filter out sunlight. 

Plastic builders hardware. C. A. 
Bauer, vice-president, Sargent Lock 
Co., and Du Pont’s first hardware 
customer for “Delrin”, demonstrated 
samples of locksets made with this 
new plastic. 

Delrin is a tough, rigid thermo 
plastic developed primarily for fields 
now dominated by die-cast metals. 
Over 75% of its potential involves re- 
placement of steel, brass, aluminum 
and zinc at lower cost. 

Sargent is now producing limited 
numbers of locksets with simple knobs 
made of Delrin in a commercial 
grade (161). They are being shown 
at the NAHB convention this month 
for possible use on more expensive 
custom homes. 

Bauer, while labeling the new line 
somewhat experimental, is offering 
goods for sale. He feels the new knobs 
help dress and decorate flush doors 
generally used today without clashing 
with the styling of a home or office. 

While Delrin does add a design 
touch, the hardware comes in rather 
neutral colors with roses of fired 
enamel. 

“‘Universal’’ Exterior Paint 
Planned by Sherwin-Williams 


CLEVELAND, OHIO—A latex product 
that will be “closer to being a universal 
exterior paint than anything ever de- 
veloped” will be introduced soon by 
the Sherwin-Williams Co. 

Arthur W. Steudel, president, an- 
nounced the plan in a forecast on 
1960 business. He said that the new 
paint stems from the same research 
base used for Loxon masonry paints, 
introduced a few months ago. 

Steudel said it has been difficult to 
keep pace with the demand for the 
Loxon line. 

Prospects for Sherwin-Williams 
sales in the next decade are excep- 
tionally good, the executive predicted. 


Stanley Introduces 
New ‘‘Hardware Center”’ 


Basic stock selection, inventory 
control and organized display de- 
scribes Stanley’s new “Hardware Cen- 
ter” program announced this month. 

A total of 174 fast-selling basic 
items have been selected in 22 prod- 
uct-related groups. The planning ties 
in with the NRHA Turnover Hand- 
book. All merchandise is visually- 
packaged. Stanley offers dealers signs, 
inventory control cards, streamers, ad 
mats, publicity release and a mer- 
chandising manual describing the en- 
tire program. 
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THE PAUSE--- 
THAT SELLS MILLIONS OF SEE-THRU CARDS! 


This is modern merchantlising Hager packaging 
shining hardware on midnight black cards with a 
bulls-eye red signature that cashes in on 109-year-old 
Hager brand familiarity. 

No wonder today, Hager is America’s No. 1 

line in carded hardware! 


Ask your jobber or write for full information today. 


) 
EVERYTHING HINGES ON Haget | - C.HAGER & SONS HINGE MFG.CO., ST. LOUIS 4, MISSOURI 





New For The Building Trade 


ALUMINUM 
JALOUSIE 
BASEMENT 
WINDOWS 


High in Quality ¢ Low in Price 


Completely assembled, top- 
quality aluminum weather- 
stripped jalousie unit including 
glass, screen panel, automatic 
operating control and all 
necessary hardware... each 
unit individually cartoned, 
ready for fast, easy installation. 


IMMEDIATE DELIVERY THREE POPULAR SIZES 
Sa. A996" 33" RAT |. Se Ree 


REGAL SILENT SALESMAN 
COUNTER DISPLAY 
SELLS ON SIGHT 


ao +aystR O98 

ore a1 
1 *37* 208 “em 
a. 


FOR FULL DETAILS ATTACH COUPON TO 
YOUR LETTERHEAD & MAIL TODAY 


ro---- Regal..----4 
Aluminum Products Corporation 


6720 Allentown Blvd. Harrisburg, Penna. 
(Formerly Regal Window Products Company) 


OK .. . Send complete information on 
your aluminum Jalousie Basement Window 
to address on attached letterhead. 


Signature aah Scintacidamianimesmantia 
( ) Distributor ( ) Dealer 


Leaeeeeeeeeeeoaand 
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HARDWARE BUSINESS 


Traffic Items Needed to Help Sell 
Big-Ticket Packages, Expert Says 


MEMPHIS, TENN.,—Although 
granting that package selling is needed 
to control big-ticket sales, a merchan- 
dising expert here cautions dealers not 
to depend too heavily on package dis- 
plays in their stores. 

Arthur H. Mohrhusen, nationally- 
known sales executive, pointed out 
that sooner or later everyone will see 
your model kitchen and other model 
rooms and they then lose their selling 
impact. 

Model rooms, therefore, should be 
designed so that they can be regularly 
changed. But, more important, says 
Mohrhusen, is the need for impulse 


merchandise such as paint and hard- 
ware. 

“The more hardware and paint you 
have in a store, the more repeat traffic 
you get. That means you constantly 
get exposure for your big-ticket model 
rooms and kitchen displays,” he said. 

Mohrhusen is vice-president of Wal- 
lace E. Johnson Inc., Wallace E. John- 
son Hardware Co. and Standard Build- 
ers Supplies Inc., all of Memphis. He 
is also a director of Bruning Brothers, 
Inc., Baltimore, Md. and Boca Raton, 
Fla. For many years he was an execu- 
tive with Devoe & Raynolds Co., 
New York. 





Acquires Tite-Joint Fasteners 
GRAND RAPIDS, MICH.—Knape 


& Vogt Mfg. Co. has purchased the 
E. L. Cederquist Co. of Los Angeles, 
Calif., manufacturer of Tite-Joint 
Fasteners. Addition of the wood join- 
ing device is another step by K & V 
to increase its line of builders’ hard- 
ware, reports president F. J. Vogt. 


Hardware Men in the News 


* Minnesota Paints, Inc., Minneapo- 
lis, announces the election of James 
S. Begg, vice-president of sales, to the 
firm’s board of directors. T. A. Thor- 
son, general production manager, has 
been named a vice-president. 


James C. Picha M. Lee Fricchione 


¢ James C. Picha has been promoted 
to the position of general sales man- 
ager of Washington Steel Products, 
Tacoma, Wash., succeeding Lowell 
L. O’Connor. 


* Toolkraft Corp., Springfield, Mass., 
announces the appointment of M. Lee 
Fricchione as sales manager. 


“GOLD STAR” rated Model 538 3/8” 
drill and ‘4-Star’’ rated Model 152 
hand saw with emblems that tell ‘‘star 
features’’ of tools. 


Power Tool Rating 
System Announced 


Syracuse, N. Y.—Every portable 
electric tool made by the Porter- 
Cable Machine Co. is now star-rated 
to indicate its quality features, called 
a “new concept in power tool sell- 
ing.” 

The star rating replaces tool com- 
parison solely by price or duty ratings, 
a Porter-Cable spokesman said. The 
difficulty with the duty rating system 
was that a standard or even light duty 
tool might be measured against the 
same priced machine that a compe- 
titive manufacturer might call heavy 
duty, it was pointed out. 

Porter-Cable tools are now placed 
in one of four categories based upon 
features, uses and price. These are: 
* Gold Star Tools, the best of the 
line. 
¢ 5-Star Tools, with five outstanding 
features. 
¢ 4-Star and 3-Star Tools. 

The features are displayed on a 
crest placed on each tool. 
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In any competition there is al- 
ways one stand-out. In low-cost 
residential locksets it's LOCK- 
WOOD ... because only in 
Lockwood ROCKET 60 will you 
get every one of these Tealelelar- tans 


features: 


4 EXTRA STRENGTH — knobs are fully reinforced 
4 EXTRA SECURITY — bolt has extra long throw 
4 ENDURING SECURITY — solid brass 5-pin 


cylinder 
4 STEEL MECHANISM -— case hardened retractors 
4 CONCEALED THRU-BOLTS — piloted bolt sleeves 
4 SELF-ADJUSTING — equalized knob projection 
A PANIC PROOF -— inside knob is never locked 
A FRICTION-FREE NYLON BOLTS — for interior — 


, door locks and latches 


LOCKWOOD HARDWARE MANUFACTURING COMPANY, FITCHBURG, MASS. 
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3 GREAT 
FROM KAISER 


Widen Your Sales Opportunities — 


New Profit Package —Ref/lective Foil Insulation is 
bonded to sturdy kraft paper . . . packaged to store better, 
sell faster! 
It’s designed to meet all general building and FHA specifi- 
cations. Reflective Foil Insulation is carried by dependable 
Kaiser Aluminum building products wholesalers everywhere 
. wholesalers who serve their customers, not compete with 

them. Stock it in these three types: 

. Foil one-side, 36” wide, 250 and 500 sq. ft. rolls. 

. Foil two-sides, 36” wide, 250 and 500 sq. ft. rolls. 

. Perforated breather-type, foil two-sides, 36” wide, 

500 sq. ft. rolls. 


Now! A Broader Line Of Profit-Packaged Nai/s! 
Corrosion resistant nails are a “must” for exterior use in the 


new and tighter building specifications . . . and Kaiser Alu- 
minum nails (now in a wider line than ever) are designed to 


meet these specifications. 
New, distinctive cartons display better, open easier, prevent 
waste in stock! 








PRODUCTS 
ALUMINUM! 


Se// Both Farm And Residential Customers/ 


DIAMOND-EMBOSSED 
KLADLINED - 


New Diamond-Drain* Rain Carrying System offers two extra 
selling advantages: 

1. It’s the only system diamond embossed ror distinctive beauty! 

2. It has Kladlined* gutters for added corrosion resistance! 
“Kladlined” is Kaiser Aluminum’s trademark for a cladding process in 
which an interior core of high-strength alloy is protected on both sides 
with special corrosion resistant aluminum. 

In addition, Diamond-Drain stands up under severe weathering .. . is 
lightweight and easy to install with improved mastic sealing at joints 

. is easy to paint if desired, but doesn’t need it . . . comes with a 
complete line of diamond embossed matching accessories. 
Diamond-Drain will be available in Western states January 1. Elsewhere, 
it’s in stock now for immediate delivery. 

















Remember, Kaiser Aluminum backs its products, backs its dealers! a: 


a 
These new, quality products are made by the makers of Diamond-Rib* Ys 
Roofing and Siding — America’s fastest selling aluminum roofing! KAISER 
Get full information now from your Kaiser Aluminum jobber or sales “ALUMINUM * 


representative. Kaiser Aluminum & Chemical Sales, Inc., Building 
Products Sales Department, 1924 Broadway, Oakland 12, California. 


*trademarks of Kaiser Aluminum & Chemical Corp. 
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HARDWARE BUSINESS 





Valspar Head Pays Tribute 
To Independent Retailer 


ARDMORE, PENNA.—Wilhelm  L. 
Bruhn, recently-elected president of 
Valspar Corp., has vowed that the 
paint firm will “dedicate itself only 
with the independent merchant and 
the distributors serving him.” 

“I am intensely interested in in- 
dependence, the life blood, the soul 
and very basis of American free en- 
terprise,” Bruhn said. 

Within 10 days after being named 


Valspar president, Bruhn toured the 
country, conducted several confer- 
ences and met every one of the firm’s 
600 employes. 

He joined Valspar in 1929. Since 
1933, he has been Western trade 
sales manager, located in Chicago, 
except for a six-year leave of absence 
when he operated an independent 
Valspar distributorship in Denver. He 
was instrumental in forming the Paint 
and Wallpaper Distributors of Color- 
ado. 


Buys Duo Fast Putty Knife 
UNION, N. J.—Red Devil Tools 
has acquired the Duo Fast Putty 





‘THE WORKHORSE OF LIFT TRUCKS” 


Erickson is carefully building a sound, sub- 
stantial dealer organization in North America. 
Only experienced dealers are being selected— 
who will have Erickson Fork and Platform Lift 
Trucks on display; who will carry parts and 
be equipped to render a complete repair and 
maintenance service to all industrial truck users. 


The two Erickson Trucks shown here— Model 

FK-80 and Model F-4W—are very popular 

for lumber yard service. With large pneumatic 
B tires and excellent balance, they are unexcelled 
@ for traction. 


| Erickson’s unique design in sideshifters pro- 
duces no lost load center. Erickson trucks with 
sideshifter retain their full rated capacity. 


Write for catalog and name of 
your nearest Erickson sales- 
parts-service headquarters. 


, 
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“ERICKSON POWER LIFT TRUCKS, INC. 


267 St. Anthony Bivd. N. E., Minneapolis 18, Minn. 





Knife, including machinery, dies, in- 
ventories and license to use the name, 
from the Fastener Corp. of Franklin 
Park, Ill. Features of the Duo Fast 
have been incorporated into Red 
Devil’s WT-1 window tool. 


Safe Padlock Co. Sold 

NEW BRITAIN, CONN.—The Safe 
Padlock and Hardware Co., Lancaster, 
Penna., has become a wholly owned 
subsidiary of the American Hardware 
Corp. 


Wholesaler’s Open House 
YONKERS, N. Y.—More | than 
4,000 dealers, including lumbermen, 
have been invited to an open house on 
February 14 at E. Rabinowe & Co., 
Inc., distributors of paint, glass, hard- 
ware and garden supplies, who are 
celebrating completion of new ware- 
house and modernization of offices. 
More than 65 lines will have displays 
for dealer inspection. 
Rabinowe’s branch in Middletown, 
Conn., will join the celebration with 
their own open house on February 
28th. ; 


Color Preferences Announced 

RocKFoRD, ILL.,—While light tur- 
quoise has emerged as a_ favorite 
color currently among paint custom- 
ers, the beige tones, as a group, re- 
main the prime choice. 

These were findings of the Color 
Preferences Report issues by Color 
Corporation of America, a division 
of Rockcote Paint Co. The report is 
based on summer and fall sales. 

The survey notes an increase in 
both soft and bright shades of blue. 


One-Cent Sale Promotion 

LARCHMONT, N. Y.—A midwinter 
“One-Cent Sale” circular is being dis- 
tributed by the 15 hardware whole- 
saler members of PRO Hardware, Inc. 

A set of manuals tells the whole- 
salers where and how to buy the 
merchandise advertised and how to 
merchandise the campaign. 

Forty-eight seasonal and basic items 
are illustrated in the 4-color circular. 
Newspaper ad mats and an 80-piece 
store trim kit with price cards are 
available along with the circular. 

Wholesalers using the promotion 
for their dealer customers are: 

Buhl Sons Co.; Decatur & Hopkins 
Co.; Charles Ilfeld Co.; May Hardware 
Co.; I. W. Phillips & Co.; Rose, 
Kimball & Baxter, Inc.; The Schoell- 
kopf Co.; Seller Bros. & Co.; P. A. 
& S. Small Co., Inc.; Strevell-Pater- 
son Hardware Co.; W. A. L. Thomp- 
son Hardware Co.; Whitlock Corp.; 
Wickliffe Wholesale and M. S. Young 
& Co. 

An eight-page tabloid circular will 
be used by the wholesalers for a 
spring promotion. Both circulars are 
available to other non-competing 
wholesalers from PRO Hardware, 
Inc., 2 East Ave., Larchmont, N. Y. 
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100% Acrylic formulation for 
wood, masonry, metal and asbestos 
@ surfaces made possible by Lucas’ 


110 years of technical “know-how. 


NOW PROTECTING AND BEAUTIFYING 
THOUSANDS OF HOMES ALL OVER AMERICA 


blister »-t0X 
wco-tex 


acrylic exterior 
” PAINT 








Lucas LUCO- TEX 


Increase Your House Paint Business 20% 
Increase Your House Paint Profits 100% 


For complete information WIRE COLLECT 
JOHN LUCAS & COMPANY INC. 


A Great Name in Paints for over a Century 
1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
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HARDWARE BUSINESS 


new PRODUCTS 


Specifications and Market Data on Products You Can Sell 


Colorweve Strips Convert Chain Link 
Fencing Into a Decorative Screen 


A do-it-yourselfer may easily convert a conventional chain 
link fence into a decorative screen providing privacy and wind 
protection for pools, play areas, patios or gardens with strips 
of Colorweve. A new product made of vinyl-coated Alcoa 
aluminum coil stock, Colorweve can be snapped into place 
between the chain links of this type of fencing as shown in 
top photograph above. Tie-in slats are then woven diagonally 
through the chain links at regular intervals to further anchor 
the Colorweve strips as shown in bottom photo above. 

The colored slats offer a variety of fence stylings and pat- 
terns. The special vinyl coating is available in white, camellia, 
pink, desert sand, beige, lime green and terra cotta. The strips 
will last the life of the fence without staining or requiring 
paint, says maker. 

Market data. Colorweve is produced in 2,500’ coils, wound 
on a 5” diameter core. Suggested retail price is $1.40 to $1.60 
per running foot; retail markup on cost is 40%+5%. Avail- 
able now from wholesale fence companies, it is an ideal item 
for both consumer and contractor sales. Minimum dollar 
investment for a dealer is $500. Sales aids include direct mail, 
ad mats and national advertising. Plastic Lume, Inc., Dept. AL, 
Nevada & Bridgeway Sts., Sausalito, Calif. 
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handy back cover 
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A New Contact Cement 


A new water base Con- 
tact Cement is especially de- 
signed for do-it-yourselfers. 
Brushes and tools that have 
béen used in applying it can 
be cleaned in soapy water, 
it is said. New Contact Ce 
ment is non-flammable and 
non-toxic and also has been 
job-tested by fixture manu 
facturers and_ professional 
woodworkers, says Consum- 
ers Glue Co., Dept. AL, 
1515 Hadley, St. Louis, Mo. 


Coiumn Socket 


A newly-designed orna- 
mental wrought iron column 
socket is announced by Ver- 
sa Products. The socket has 
a center hole which allows 
complete circulation and 
drainage of the interior walls 
of the column. It also is 
recessed to allow adjustment 
of heights and tolerate mi- 
nor errors in cutting which 
do-it-yourselfers can make 
when adjusting the columns. 
Versa Products Co., Dept. 
AL, Lodi 26, Ohio. 
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Timesaving Tape Rule 


A Ply Measure White-Clad 
Tape Rule which reads di- 
rectly the number of ply- 
wood sheets in a stack is 
available. It has easy-to-read 
jet black markings on both 
sides of the snow white 4” 
wide blade. The blade is 
marked top side for “4” 
Y” and %” thick plywood; 
bottom side for %” and 
%” thick plywood. Blade is 
easily replaced, if damaged. 
The Lufkin Rule Co., Dept. 
AL, Saginaw, Mich. 


A 3%,” Inset Hinge 


A new, semi-concealed 
%” inset hinge for lipped 
doors adds sparkle to cabi- 
nets. Only the barrel and 
cabinet leaf show when in- 
stalled. Constructed of steel, 
the No. 1015 Hinge is fin- 
ished in polished chromium, 
brass and copper, also satin 
bronze and prime coat. 
Packed one pair per enve- 
lope with screws. Washing- 
ton Steel Products, Inc., 
Dept. AL, 1940 East 11th 
St., Tacoma 1, Wash. 
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merchandising 
for you 


SNAP-CUT MAGIC MERCHANDISER 
FREE LOCAL NEWSPAPER PROMOTION 


NOW...a program to help you build traffic right in your own 
store, a garden shear department that's small enough to 
keep your cost down but with the fastest selling tools you can 


stock and right on the same display, FREE PRUNING GUIDES 
for your customers. 


And...we will promote this Garden Shear Department and 
the FREE PRUNING GUIDES in local newspapers throughout 


the country. Can you think of a better way to get your share 
of this highly profitable market? 


All you need to buy... 


One No. 974 Magic Merchandiser containing 
1—Free Display Rack 


6—No. 119 Snap-Cut Pruners 


4--No. 114-8 Metal Handled Hedge Shears 
6—No. 1207 Grass Shears 


Loads of Free Pruning Guides 
(all packaged as a unit, set-up, ready for 


your counter or peg-board) 


In addition you receive... 


TRAFFIC BUILDER FREE 
NEWSPAPER LISTING 


That's all there is to it... we plan the ads, 


we pay the bills... you get the traffic. 
“SEE YOUR WHOLESALER TODAY” 
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SEYMOUR SMITH & SON, INC. / OAKVILLE, CONN. 


Sales Representative 
John H. Graham & Co., Inc., 105 Duane St., New York, N. Y. 
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Shelves Offered in Seven 
Different Lengths 


Hardwood shelves already squared on 
six sides and available in seven useful 
lengths now are available. Eight inches 
wide, they are %4” thick and range from 
24” to 60” in length. Edge-glued, kiln- 
dried hardwood is used to assure perma- 
nent straightness, maker says. The shelves 
are available paint-ready and sanded 
smooth for do-it-yourselfers who want to 
do their own finishing or prefinished in 
natural walnut or blonde. 

Market data. Suggested retail list prices 
are: Unfinished, 24”, $2; 30”, $2.25; 36”, 
$3.75. Finished in blonde or natural wal- 
nut, 24”, $2.80; 30”, $3.25; 36”, $3.95. 
A catalog sheet and price list may be 
obtained by writing to Dennix Products 
Co., Dept. AL, 33-04 Downing St., Flush- 
ing 54, N. Y. 
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One-Stop Shopping in a Hurry 
—See Card on the Back Cover 


Aluminum Railings and Columns 


A new line of Ornamental Aluminum 
railings, columns and accessories is easily 
adapted to any home, whether ranch, 
split level, colonial or otherwise, says 
maker. The number of installation com- 
binations possible is only limited by the 
homeowner’s imagination, it is said. Rail- 
ing components adjust to any pitch 
quickly and with minimum effort. The 
only tools required for installation are 
screwdriver, wrench, level, drill, hacksaw 
and hammer, maker says. 

Railing lengths are 3’, 4’ and 5S’; 
columns are 8’ high, 94%” wide. Alumi- 
num columns and corner brackets in- 
clude a selection of attractive oak, grape 
and scroll patterns. 

Market data. Available now from dis- 
tributors or direct from maker, Kools 
Ornamental Aluminum railings, columns 
and accessories are cartoned. The new 
line is an ideal item for both consumer 
and contractor sales. Dealer sales aids 
include literature, ad mats and displays. 
Cooperative advertising allowances also 
are available. Kools Brothers, Inc., Dept. 
AL, Appleton, Wis. 
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Bore-Bit Set Available 


A Bore-Bit Set has been added to the 
Arco line of electric drill attachments. 
The set includes an extra wide range of 
bits to bore %”, 2”, 3”, %”, WH”, 1”, 
14”, 144” diameter holes. It is ideal for 
deephole drilling and angle boring. The 
eight boring bits are made of hardened 
tool steel. Their keen edges will bore up 
to 534” deep in wood, plaster, plastics 
and compositions at any angle, overhead, 
into end grain, says maker. 

Market data. The 10-piece set with 
shank and wrench is packaged under 
transparent plastic on an attractive two- 
color display card as shown in photo- 
graph above. The set retails for $2.95. 
Arrow Metal Products Co., Dept. AL, 
421 W. 203 St., New York 34, N. Y. 

Circle No. 210 on Handy Cover Card 
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Cabinet Assortments 

Nine new cabinet hard- 
ware assortments have been 
created to augment Medal- 
ist’s complete line of more 
than 2,500 hardware prod- 
ucts. The nine groupings 
include Decorator (shown 
above), Custom, Cape Cod 
Forged Iron, Period, De 
Luxe, Provincial, Modern, 
Concave and Williamsburg 
Forged Iron. A free display 
board with each grouping is 
offered in varied shapes and 
wood finishes. Medalist 
Hardware Div., National 
Lock Co., Dept. AL, Rock- 
ford, Ill. 
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Plastic Latex 


HOUSE PAINT 


Plastic House Paint 


A new Plastic Latex 
House Paint is made with 
a combination of vinyl and 
acrylic polymers to take ad- 
vantage of the color per- 
manence of the vinyl and the 
easy working qualities of the 
acrylic. It is offered in 
white and two bases, mini- 
mizing inventory problems, 
yet making available hun- 
dreds of colors through the 
Kyanize Kolormatic Custom 
Color System. agree 
Paints, Inc., Dept. ., 2nd 
& Boston, Everett rm Mass. 
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January 18, 


A Paint Can Guard 


Called Paint Boy, a no- 
drip plastic guard molded in 
polyethylene fits inside the 
top of any standard paint 
can. Each guard is equipped 
with a handle which snaps 
into place under lip of the 
container. The guard is de- 
signed to return all excess 
paint to the inside eliminat- 
ing paint drips on outside 
of can and keeping top edge 
free from paint. Available 
for quart and gallon cans. 
Norton Laboratories, Inc., 
Dept. AL, Lockport, N. Y. 


Circle No. 213 on Handy Cover Card 


Hammerhead Fixtures 


Four new Moe Light ham- 
merhead fixtures are ideal 
for use in the home in bath- 
rooms, kitchens and _ utility 
areas as well as for com- 
mercial interiors. The hand- 
blown white opal glass has 
an aluminum retainer ring 
which is on a convenient 
hinge for easy opening when 
replacing bulbs or cleaning. 
Each fixture has a solid satin 
aluminum pan. Thomas In- 
dustries, Inc., Dept. AL, 
410 South Third St., Louis- 
ville 2, Ky. 
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magazines, to build year-round demand. Become a 


MEDALIST dealer today and reap the benefits of 


up-to-date distribution. 





@ MEDALIST HARDWARE DIVISION 
Medalist \ wsrona. coc comany 


ROCKFORD, ILLINOIS 
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NEW 


PRODUCTS (begins on page 64) 








Has New Knob Design 

Called Jupiter, a new de- 
sign features round knobs 
and 3” square, concave roses. 
Both knobs and roses are 
heavy .080” cold forged. The 
set is in the heavy-duty 900 
series and has treaded roses. 
The outside rose is held by 
a unique rose security pin; 
the inside rose by a_nylock 


A Cement Compound 


Larsen-Mix is a one-com- 
ponent, dry-mix cement 
compound to which the user 
simply adds water, mixes 
and trowels on to the surface 
to be finished or patched 
Larsen-Mix is ideal for con- 
crete finishing and patching 
It also will bond to steel, 
ceramic tile, glass or cinder 


ie KED LOCKED 


Introduces a Spring— 
Action Sash Lock 
Amerock Wintite Sash 
Lock now is available with 
spring-action that complete- 
ly retracts locking bolt, pre- 
venting damage to upper 
window frame. Locked, it 
seals window against break- 
ins and weather. Unlocked, 
the spring action § snaps 
locking bolt clear of upper 


y» 
WY EF 3 


Adapters, Plugs 
and Caps Offered 


A new line of Permaline 
fibre pipe accessories in- 
cludes adapters for joining 
4” fibre pipe to 4” asbestos 
cement pipe; 3” fibre pipe 
to 4” asbestos cement and 
4” fibre pipe to 34%” brass 
clean-out plugs. Also avail- 
able are fibre caps for the 
tapered end of 2”, 3”, 4”, 5”, 


window. Made of heavy 6” and 8” pipe and fibre 
wrought steel, the lock is plugs for 3” and 4” coupling 
able in 10-pounds cans, 40- available in bright chromi- or tapered hub of fittings. 
pound pails and 600-pound um, bright brass or dull Line Material Industries, 
drums. Larsen Products bronze plated finishes. Am- McGraw-Edison Co., Dept. 
Corp., Dept. AL, Drawer erock Corp., Dept. AL, AL, 700 Michigan Ave., 
5938, Bethesda 12, Md. Rockford, Hl. Milwaukee 1, Wis. 
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block and is especially suited 


snubber. The Jupiter is \ 
for thin toppings. It is avail- 


available in brass, bronze 
and aluminum. Challenger 
Lock Co., Dept. AL, 2349 
W. LaPalma Ave., Ana- 
heim, Calif. 


(continued on page 70) 





Thie: new fies fills the 
gap for more business: 


~ more profits! 


FREEPORT WOODCRAFT, INC. 


Manufacturers Of The Most Complete Line Of 


STATIONARY and INTERIOR 
MOVABLE SHUTTERS 
@ Sold Through Leading Jobbers In Every Area gay 
We Feature... 
® Large stock of standard 
ompetitively 
priced to meet all com- 
petition including for- 
eign imports 
@ Finest quality 
manufactured of 
clear white pine 
@ Priced right to 
bring yo 
ed, extra profit 


NEW WINTER PROFIT 


@ SELL BOAT HULLS AND SUPPLIES 
TO DO-IT-YOURSELF ENTHUSIASTS 


@ FINISH BOATS IN YOUR OWN 
MILL DURING SLACK SEASON 


sizes 


MOLDED MAGIC HULLS 


You buy hulls only, and the hard work of boat-building is already done 
for you, or your do-it-yourself customer. Inexpensive, easy to sell along 
with necessary boat finishing supplies. Finish up boats yourself, too, 
and get a profitable return on otherwise lost time. Typical model shown 
is made from Molded Magic ‘‘O” Hull, 15’ 4” length. 14’ 4” and 12’ 4” 
hulls also available. All feature famous “UNILAM’ construction. 
Lighter, tougher, safer, faster. Cannot warp or leak. Cash in on the 
growing boat market. Write for complete details today! 


ian add- 


Some territories 
still available 
Man ifac 
Representat 

Write to us for 





DISTRIBUTOR INQUIRIES INVITED 
Some areas still open for stocking distributors. 


FREEPORT 


75 Carmans Road, 
East Farmingdale, N. Y. 
CH 9-6900 


INDUSTRIAL y 
MARINE CORPORATION 
WARSAW, INDIANA Kein 


IN CANADA INDUSTRIAL SHIPPING COMPANY LTD., MAHONE BAY, N. S. 
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WELLS LINEAL FABRICATION PROGRAM 


Beat competition Vi.) 


New Source of 


EXTRA PROFITS 9 “eeeercm: 
for the building supply distributor and dealer! 


Now you can offer a complete line of first-quality aluminum storm doors, 
windows, jalousies, without expensive inventory or manufacturing costs! 


The Wells Lineal Fabrication Program presents manufacturer of a complete line of quality alumi- 
a wide-open opportunity for you to enter the num storm doors and windows. Wells supplies 
booming aluminum storm unit business in a big everything you need—tooling, engineering help, 
way!...to create a new source of increased pro- financing, technical field assistance, sales and 
fits...to put yourself in the best competitive merchandising aids... complete down-the-line 
position in years! The Wells plan of lineal and support. Check the advantages below, then send 
KD fabrication enables you to become your own coupon today for complete information. 


So many ways it pays to become a Wells-franchised Fabricator! 


BIGGER PROFITS! Eliminate the profit markup you now pay for 
completed units. Be your own fabricator, pocket manufacturer's profit! 


IMPROVED COMPETITIVE POSITION! As a Wells Fabricator 
you enjoy positive protection against costly competitive price-cutting 
...»you control your costs! 

BETTER CUSTOMER SERVICE! You can give customers any- 


thing they want, faster, right from your own shop. No depending on 
uncertain manufacturer delivery! 


NO EXPENSIVE INVENTORY! Wells warehouses all the materials 
you need ... eliminates costly tie-up of capital in expensive inventory! 





COMPLETE LINE! With Wells, you can fabricate a full line of storm 
doors and windows with minimum extrusions and components. Doors, 
jalousies from KD components, aluminum thresholds also included 
in Wells lineal program. 


YOU CONTROL QUALITY! As your own manufacturer, you control 
quality of products you make—another powerfu! competitive weapon! 


WELLS—ONE-STOP SOURCE! Wells supplies everything you 
need—tooling, engineering help, financing, technical field assistance, 
sales and merchandising aids, dealership promotion. 
LOW-COST TOOLING! Tooling is simple, inexpensive, thanks to 
Wells exclusive simplified lineal techniques. No “special-skills” labor 
required. Wells helps you train in its own factory-school! 

OR YOU CAN BECOME A DEALER...buying from a franchised Wells Fabricator 


in your area. You benefit from big savings, longer profits, speedier deliveries. You 
sell a better product for less at higher profit! Many other advantages. Send coupon! 


Wells expansion triples capacity, speeds delivery! 


Wells Aluminum Corporation 

130 Henry St., North Liberty, Indiana 

Rush full details on Wells lineal fabrication program 
lam interested in 0 fabricating 0 dealership. 


NAME 
ADDRESS 


@eeeeeseeeeeeeeeeeeeeeeeeeeeeenaerrs 


WELLS ALUMINUM CORPORATION, North Liberty, Indiana 
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NEW PRODUCTS 
(begins on page 64) 





Packaged Nails for 


Do-it-Yourselfers 

Owner R. Donald Hauenstein, right, 
Builders’ Wholesale Supply Co., Canton, 
Ohio, hears manufacturer’s representa- 
tive Dean A. Heyduk point out how 
American Packaged Nails solve the prob- 
lem of having the right nail to do the 
job right. 

American Packaged Nails are pro- 
duced in popular sizes, types and styles 
in either one or five-pound cartons. The 
packaged nails are easily identified with 
multiple identity surfaces. Miscellaneous 
nails and brads also are offered in the 


same type of carton with the same color 
combination. 

Market data. American Packaged Nails 
are available from distributors or, in 
large quantities, direct from maker. Deal- 
er sales aids include window banners, 
counter displays and literature. With an 
initial order for 2,000 pounds or more of 
packaged nails, a dealer receives a free 
wire display rack which will hold from 
250 to 300 pounds of the packaged nails. 
Each rack is topped with a metal sign 
which illustrates in actual size 20 of the 
most popular sizes and styles of nails 
sold today. American Steel & Wire, Div. 
of U. S. Steel Corp., Dept. AL, Rocke- 
feller Bldg., Cleveland 13, Ohio 
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The Hose Is Inside the House 

Hide-a-Hose is stored on a reel in the 
basement at all times, but is quickly 
available for outside service or for emer- 
gency fire fighting in any part of the 
home. An aluminum compartment 16” 
wide x 8” high is set into the wall of the 
house. This allows ready access to the 
hose nozzle, valve and the handle that 
retracts the hose. An 8” x 6” trap door is 
installed in the floor immediately above 
the hose reel. In case of fire, the home- 
owner opens this aluminum door, reaches 
down through the joists, pulls out the 
hose and turns on the water. He has at 
his disposal up to 150’ of hose to reach 
fires inside the house. 

Hide-a-Hose may be installed in either 
new or old homes. 

Market data. Suggested retail price of 
Hide-a-Hose is $299; retail markup on 
cost is 50%. The complete package in- 





cludes: wall compartment of high-tensile 
cast aluminum; double-flanged hose reel 
44” in diameter fabricated from alumi- 
num sheet and castings; 150’ of high- 
grade rubber-and-nylon garden hose; fog 
and stream nozzle; and fire door and 
floor mounting of cast aluminum. Avail- 
able now direct from maker, Hide-a-Hose 
is an ideal item for both consumer and 
contractor sales. There is no minimum 
dollar investment for a dealer. Sales aids 
include brochures and installation data. 
Flinchbaugh Murray Corp., Dept. AL, 
66 N. Murray Place, York, Penna. 
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Ah-h-hh. . Something New Again 


Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 





DOUBLE ACTING 
SPRING HINGES 


For Louvered Doors 























Modern Button Tips 


Requires No Hanging Strip 





A Complete Line of Hinges 


or immediate shipment 


hand f 
Substantial stocks on han s stanes nestoed 


Write for prices on your 





. PARKER HARDWARE MFG. CORP. 


Quality Hardware Since 1900 
27 LUDLOW STREET © Phone WAlker 5-6300 © NEW YORK 2,N. Y 


for All Needs and Applications 








Finishes 
@ Brass Plated 
@ Nickel Plated 
@ Prime Coated 
for painting 


te _ WE'RE ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 
SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE!“ 











“SCOTCH” and the plaid design are registered trademarks of 3M Co., St. Poul 6, Minn. 


o>, 
TMienesora [finine ano )fanuracrurine someon . 
+++ WHERE RESEARCH IS THE KEY TO TOMORROW SNMQ 


>> 
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rid's Lorgest Producer of Bross Padlocks 


Miniature Padlock 


A miniature padlock, only 
%” across its rustless alloy 
case, has a steel shackle, 
warded mechanism and is 
offered with two keys. It is 
individually carded and is 
available 12 to a box or 
mounted on an easeled pull- 
off card. Its small size 
makes the new lock ideal 
for dog collars, tool boxes, 
golf bags, bowling bags or 
zipper closures. Slaymaker 
Lock Co., Dept. AL, 115 
So. West End Ave., Lan- 
caster, Penna. 
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A Midget Louver Line 


A new grilled, one-piece 
aluminum midget louver for 
all general uses is available 
ion ees EF"; T44", 2”, 
24%”, 3” and 4 "in diameter 
Grill openings are smaller 
than regular screening, elim 
inating need for a _ screen 
unit. Called the RLS series, 
it is recommended for out 
door installation. To install, 
drill hole of the proper size 
and press louver in. Midget 
Louver Co., Dept. AL, 6 
Wall St., Norwalk, Conn 


Circle No. 224 on Handy Cover Card 





Has Matching Wood Wall 
Plates for Panel Walls 


Wood wall plates for electrical switch 
and outlets in paneled walls now are 
available. The plates are provided un- 
finished in the homemaker’s choice of 
matching woods. They may be installed 
and finished right along with the panel- 
ing, says maker. The plates are available 
in all panel woods including walnut, oak, 
gum, cherry and exotic woods. 

The plates are cut out of hand- 
selected stock to match the paneling and 
grain runs the length of the plate. 

Market data. Plates for all standard 
type outlets including popular combina- 
tions are available. Suggested retail prices 
range from 75¢ for the single switch 
with multiple switches and combinations 
slightly higher. Superior Panel Plate 
Co., Dept. AL-102, 606 Mead Ave., 
Sheboygan, Wis. 
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A New Door Closer 


The No. 78 Standard 
Door Closer for screen and 
combination doors is a com- 
pression spring closer with 
finger-tip closing speed ad- 
justment. The stee! mount- 
ing spacer insures error-free 
mounting in a simple, two- 
stage installation procedure. 
The unit, in baked alumi- 
num finish, features a fool- 
proof hold-open device. Dex- 
ter Lock Div., Dexter In- 
dustries, Dept. AL, 1601 
Madison Ave., S.E., Grand 
Rapids 2, Mich. 
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Here, for the first time, a siding de- 
veloped specifically to boost your 
sales to builders of new homes... 
and increase their confidence in your 
company. Nu-Home Aluminum Sid- 
ing does both. Builders save on ma- 
terials and labor, eliminate painting 
time and lost time due to weather! 
Home owners are happier with Nu- 
Home’s beauty and years of freedom 
from maintenance and painting costs. 
And you can stand behind every de- 
livery with a Hastings 10-year fac- 


tory warranty against chipping, peel- 
ing and crazing. Get the complete 
story without cost or obligation. Mail 
the handy coupon today! 


MB Panels bonderized and v 
ba h 


@ in white and 6 paste 
M@ Meets FHA standards 
M@ Sold only to building supply f 


HASTINGS 


ALUMINUM PRODUCTS, INC. 
Hastings, Michigan 


HASTINGS ALUMINUM PRODUCTS, INC., Dept. 5A, Hastings, Mich. 


Ofelaate)(-1¢-Mel-te-]iLmlels 
dal-meres-) ae) MME) ¢- laste) 
CT-) a dal-m dale): 

Niet lolsal-m olgelel elon ar-lale, 
profit story. Mail this 


folelbl olelamceler- by 


Please rush me additional information on Nu-Home Alumi- 
num Siding 


0 SEGRE SRE aa ae 
ADDRESS___ 
a 


See 
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OW 
to make a 
roll of fence 
shout 


We do it by dipping each roll of fence into a vat of red paint. 
The fence comes out shouting “RED BRAND*®”’ Everyone sees 
the top red wire; everyone knows it identifies RED BRAND. 


Any roll of fence woven with the skill of Keystone craftsmen 
has the urge to shout. It wants to tell users it’s made of the 
finest wire and Galvannealed® for longer service. 


No matter where you display or store RED BRAND, your 
customers know at a glance you sell the best. That’s because 
RED BRAND is the best advertised fence on the market. 
We’re constantly telling your customers why Keystone is the 
best: in leading farm magazines, on radio and television. The 
red top wire is their warranty. 


No wonder RED BRAND is preferred by more farmers in 
leading stock and grain raising counties than any other brand 
... in some cases it’s the favorite by more than 5 to 1. 


You'll find the same strong preference for the barbed wire 
with the bright red barbs. And the steel posts with the red at 
the top... RED TOP® 


Ask yourself the question. Why sell less when you can sell 
more of the best? One trial of RED BRAND will convince you. 


The only fence line that 
sells on sight 


KEYSTONE STEEL & WIRE COMPANY 
Peoria 7, Illinois 


Red Brand Fence « Red Brand Barbed Wire « Red Top Steel Posts « Nails 
Baler Wire « Non-Climbable Fence «+ Keyline® Poultry Netting + Gates 
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NEW PRODUCTS 


(begins on page 64) 





Table and Chair Leg Tips 

George Cavnar (left), merchandising 
manager, Gee Lumber & Hardware, Chi- 
cago, hears manufacturer’s represen- 
tative Sam B. Topf discuss the merits of 
his firm’s table and chair leg tips in- 
troduced to lumber dealers at the 


ideal items for sale to both consumers 
and contractors. Minimum dollar invest- 
ment for a dealer is $7 for bulk pack 
containing every size. Dealer sales aids 
include a display rack, a self-selling dis- 
play carton, literature and counter cards. 
Jordan Industries, Inc., Dept. AL, 3030 
N. W. 75th St., Miami 47, Fla. 


NRLDA Show. 

[he tips are made of polyethylene and 
are especially designed for use on alu- 
minum and wrought iron chair and table 
legs. They are available in 11 sizes and 
in four colors: silver, white, black and 
gold. 

Market data. Suggested retail price of 
the new leg tips is 25¢ for a set of four. 
Usual retail markup on dealer cost is 
40%. The tips now are available from 
distributors individually packaged in sets 
of four or in a bulk pack. They are 
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Frets 'n’ Frames in 15 


Fretwork Patterns 

Decorative new Fretwork panels and 
Presto-Pin panels for practical use in the 
home now are available. The Frets 'n’ 
Frames are easily adapted to windows, 
doors, screens, cabinet and TV doors, 
says maker. New Magic Touch springs 
enable a homemaker to remove the frets 
for ease of finishing, cleaning or re- 
finishing. A choice of 15 decorative fret- 
work panels are offered in steel, plywood, 
woven basswood, aluminum and plastic. 

Frets ’n’ Frames with Presto Pins also 
are available for do-it-yourselfers, who 
wish to create their own panels of per- 
sonally-selected fabrics. 

All of the frames are made of select 
kiln-dried white fir and are ready for 
painting or staining. 

Market data. A_ descriptive folder 
showing the various fretwork -patterns 
and listing price information may be 
obtained by writing to The Sam A. Wing 
No matter what yardstick of lum- ee AL, 5035 Willis Ave., 
ber value you apply, Pickering Circle No. 226 on Handy Cover Card 
‘“‘“Gold Medal” measures up to é ™ 

- ; (continued on page 76) 
your most exacting customer’s de- 
mands. It’s the kind of lumber you 
delight in showing, recommend- 
ing, selling. It’s soft-textured, 
altitude grown stock, superbly 
manufactured ... everything 
“Gold Medal” quality lumber 
should be. 

Try a cor of Pickering ‘‘Gold Medal." 
See for yourself what value you get. 


PICKERING 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp. Standard, Calif. 
West Side Lbr. Co. Div. Tuolumne, Calif. 
Telephones: Sonora JE 2-7141 TWX: Sonora 116-U 
Tuolumne WA 8-4213 











GOLD MEDAL 


THE LUMBER THAT MEASURES 
UP TO YOUR CUSTOMERS’ WANTS 


Sugar Pine 

Ponderosa 

White Fir 
Incense Cedar 





Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 








Tn Oe Leiebabed, 
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i l Datel Del et 











Circle No. 92 on Handy Cover Card January 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





NEW 8010 


Construction Level- 
Transit with fiber- 
glass carrying case 
and European-style 
tripod $99.50 retail 


Now you can offer the building trades a quality package of 
the finest level-transit, the finest carrying case and the finest 
type of tripod for the low price of $99.50! 

The 8010 level-transit features aluminum alloy construc- 
tion combining strength and light weight in the sturdy new 
standard and base. There’s a new aluminum horizontal circle 
for easier reading, and a new smooth finish for dirt resistance 
and easier cleaning. Rack-and-gear internal. focusing with 
either hand, built-in sunshade, positive lever lock bar, un- 
matched David White 12-power optical system with sharp 
focus over the entire field at- all distances are added features 
NEW 8027 for greater precision, easier handling, longer service 
Construction Level, with fiberglass The new, fiberglass carrying-case combines light weight 
carrying-case and new heavy white t \\ with shock resistance and gives perfect protection from jars, 
ash tripod $54.50 retail \ bumps, dust and water. The instrument fastens securely to 


the base with no pressure on the ’scope. 
NEW 9022 TRIPOD 


European style, wide-frame legs for ; : a . 
greater strength and stability sturdy with its European type wide frame. 


The new tripod for the level-transit is more rugged and 


$19.95 retail \ Here’s versatility that pays dividends in time and labor 
\) savings day after day. Stock and sell these new sales-winners 


DAVI from David White. Write for catalog and dealer prices. 


HITE INSTRUMENT COMPANY 


makers of fine optical equipment for over years 
2051 North 19th Street, Milwaukee 5, welaeces 
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NEW PRODUCTS 
(begins on page 64) 


Develops the Jr. Ham-R-Tool 


Distributor R. E. Newport (far left) 
shows president Elias W. Nuttle, The 





Nuttle Lumber & Coal Co., Denton, Md., 
how the new Jr. Ham-R-Tool makes 
fastening of light construction mate- 
rials directly to concrete, brick or steel 
like driving a nail into wood at NRLDA 
Show. 

All you need is a Fastway Ham-R- 
Tool, the manufacturer’s versatile Stud- 
Pins and a 2!4-pound sledge type hand 
drill hammer, it is said. The new tool 
will drive %-20, 10/24 and 8/32 studs 
and all pins without change of barrel as- 
sembly, says maker. The manufacturer 
offers 11 sizes of Fastway Stud Pins, 
both plain and threaded. 

Market data. Suggested retail price 
of the Fastway Jr. Ham-R-Tool is $5.98; 
pins are 98¢ per box. A No. H-100 








TARTER, WEBSTER & JOHNSON 


Manufacturers of West Coast Mouldings 


| OFFERS EXCLUSIVELY TO JOBBERS 


A Dependable 


| Year Around Source of 


CALIFORNIA HIGH ALTITUDE 
PONDEROSA PINE and 
WHITE FIR 


| TP ALSO MANUFACTURE AND SUPPLY 
THE FOLLOWING ITEMS IN PONDEROSA PINE: 


® Finger Jointed Mouldings @ Doors and Jambs 
(Specified Lengths) 


@ Cut Stock @ Venetian Blind Stock 


CALL YOUR NEAREST JOBBER FOR TW&J MOULDINGS 


Tartrer.Wesster & JOHNSON. INC. 
P.O. BOX~3498 Oe x 


San Francisco 19, California 
PRospect 6-4200 Teletype SF 211 
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professional Ham-R-Tool and contrac- 
tors’ package of stud-pins, 100 per box, 
also is available. The Jr. Ham-R-Tool 
now is available from distributors in- 
dividually packaged or in kit form. Min- 
imum dollar investment for a dealer is 
$49.98 for the kit. Dealer sales aids 
include a demonstration kit, displays, 
envelope stuffers and literature. Fast- 
way Fasteners, Inc., Dept. AL, Lorain, 
Ohio. 
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Easy-To-Use Hand Level 

A new Builders’ Hand Level is especial- 
ly designed for surface leveling of coun- 
ter tops, cabinets, bookcases, appliances 
or shelves. It also may be used for sight 
leveling and contour leveling. Its level 
vial is completely protected; cross hairs 
and stadia is standard 1:12. Built-in 
sunshade reduces eye strain. Handy spring 
tension clip secures instrument to pocket 
or belt 

Market data. Suggested retail price of 
the Builders’ Hand Level is $3.85. Avail- 
able now direct from maker, it is pack- 
aged in a plastic case. It is an ideal item 
for sale to do-it-yourselfers, contractors, 
builders and contour farmers. Dealer 
sales aids include literature. Eugene 
Dietzgen Co., Dept. AL, 2425 No. Shef 
field Ave., Chicago 14, Ill. 
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Develops an Adapter 


The number of fixtures 
that can be used with Ma- 
sonite 4%” Peg-Board has 
been increased with the ad- 
dition of an adapter that 
accommodates 11 Adjust-a- 
Bilt accessories. The adapt- 
er fits into any two horizon- 
tal perforations. Its loop 
supports the accessories: 7 
types of wire shelves, a 2 
and 3-drawer plastic storage 
unit, hat holder and hang- 
rail extension. Masonite 
Corp., Dept. AL, 111 W. 
Washington, Chicago 2. 
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Want to improve your chances of landing 
iin: 

00 
the best new construction =a 

SD — a 











business in your area? Want really reliable 
leads—not just tips ee from the gossip 


grapevine? Want to be sure you get a 


you need daily Dodge Reports 


DODGE REPORTS are individual building project ...who’s bidding... who gets the awards which offer 
reports. They’re mailed to you daily. You get REPORTS you opportunities to get orders. 

on just the types of building for which you carry mate- When you use DODGE REPORTS, you always 
rials. They give you advance information on who’s know what’s coming up. You concentrate on business 
going to build what and where, in the area where you you know will be profitable. If you operate anywhere in 
do business ... whom to see... when bids are wanted the 37 Eastern states, you need DODGE REPORTS. 


SEND FOR THIS FREE BOOK > 


F. W. Dodge Corporation, Construction News Division 


‘ry 
119 West 40th Street, New York 18, N. Y., Dept. AL1O F.w. DODGE 
Send me the book: “How Material and Equipment Firms Get More Busi- 
ness in New Construction”, and let me see some typical Dodge Reports for 
my area, I am interested in the general markets checked below. 


[] House Construction (] General Building 
[) Engineering Projects (Heavy Construction) CORPORATION 


Area 


sin Dodge Reports 


Company For Timed Selling 


Address ; to the Construction Industry 














City 
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NEW PRODUCTS 


( begins on page 64) 





Develops Steel Shelving 


A new steel shelving for use in both 
residential and commercial structures 1s 
announced. It is constructed of sturdy 
steel wire (see inset in photograph 
above). Its open wire construction al- 
lows instant identification since items 
stored on the rear of the shelf are clearly 
visible. Rounded surface of the wire of- 
fers snag-free service; U shaped braces 
serve as separators for hangers. The 
shelving is available in rustproof silver- 
brite finish. 

Market data. Easily attached with wood 
screws, toggle bolts or aluminum die-cast 
frames, the shelving can be adapted to 
any length desired. It is available in 3’, 
4’, 5’, 6’, 7’ and 8’ lengths from job- 
bers or direct from maker. Offering 
a dealer discount of 334%, the shelving 
is an ideal item for sale to both consum- 
ers and contractors. Minimum dollar 
investment by a dealer for suggested 
stock amounts to $200. Sales aids include 
a display and literature. Cooperative 
advertising allowances also are available 
to dealers. Pemco Wheel Co., Dept. AL, 
1872 Ravine Road, Kalamazoo, Mich. 
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Tool of a Hundred Uses 


Specified by the U. S. Government as 
a heavy-duty screwdriver for tanks, 
jeeps and trucks, the Irwin Ruf ’n’ Tuf 
also may be used as a pry bar, wedge, 
chisel or tire tool. It is an ideal tool 
for numerous uses in the home, car or 
workshop. 

Market data. Ruf ’n’ Tuf now is avail- 
able from Irwin wholesalers in 4” and 
6” open stock sizes, which are individu- 
ally packaged in self-selling hang-up 
cards. The 4” size retails for 99¢; the 
6” size retails for $1.19. An assortment 
of 12 Irwin Ruf ‘n’ Tuf tools on hang- 
up cards also is available in an attrac- 
tive three-color counter display box. 
Dealer cost is $9.07 per assortment. Ir- 
win Auger Bit Co., Dept. AL, Wilming- 
ton, Ohio. 
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Protects and Preserves All 
Types of Masonry 


Permapel, an invisible water repellent 
said to protect all above-ground exterior 
masonry walls against moisture and dirt 
absorption for as long as 10 years, is 
available. Easily applied with either a 
brush or small garden spray, Permapel 
penetrates the surface and deposits a film 
on the interior of the masonry which 
seals out water and dirt, yet permits in- 
side moisture to escape, it is said. By 
keeping dirt from sinking in, it makes 
walls self-cleaning in the rain. 

Market data. Permapel is an_ ideal 
item for sale to do-it-yourselfers. It is of- 
fered in concentrated form in pints, 
quarts and gallons. It mixes instantly, 
one gallon of Permapel to seven gal- 
lons of water, to make eight gallons of 


repellent. It costs less than 1¢ per square 
foot to apply, says maker. A free sample 
may be obtained by writing to Perma- 
Stone Co., Dept. AL, 719 East Hudson 
St., Columbus 11, Ohio. 
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Widens Shelf Accessory Line 


A bright nickel-plated finish gives new 
M-D Adjustable Shelf Standards & Brack- 
ets a rich look that encourages their use 
for decorative as well as for practical 
purposes. They are available in a wide 
variety of sizes. An individual packaged 
set, ready to use, contains two 24” shelf 
standards with mounting screws, plus 
four 6” or 8” shelf brackets. 

Market data. Two dozen of the indi- 
vidual sets are packaged in an attractive 
counter display, one dozen each of 6” 
and 8” brackets. Each individual pack- 
aged set lists at $3. The display is of- 
fered free with this assortment or with 
an assortment of 24 of the 6” bracket 
sets or 24 of the 8” bracket sets. 

Other size brackets available are for 
10” and 12” shelving. These two sizes 
plus the 6” and 8” sizes are available in 
bulk packed 10 brackets to a box. Also 
furnished in bulk are 2’, 3’, 4’ and 6’ 
lengths of shelf standards. Brackets and 
standards both carry quantity discounts 
Macklanburg-Duncan Co., Dept. AL, 
Box 1197, Oklahoma City, Okla. 
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rae 


TRIM PRODUCTION COSTS... 


Give better cut-to-size service 
WITH A 


BENNETT 2-WAY PANEL SAW 








ross cuts 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 











LUMBER DEALERS 
RESEARCH COUNCIL 


LUrREe-CO 
go 

RICHARD C. BENNETT MFG. CO. 

Box 339 

LACEYVILLE, PENNSYLVANIA 


WRi\t FOR 
LITERATURE 


Rip cuts 
Cross cuts or rips panels of 
© TILEBOARD @ PLASTICS AND 
©@ HARDBOARD PLASTIC 
© PLYWOOD LAMINATES 
© ALUMINUM 
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COMPARE 
MINERVA 


with the door 
you're selling now! 


e Your choice of regular or the 
Minerva ''30 minute" prehung door. 


e Full one-inch extruded aluminum 
main frame and muntin bars. 





e Pitcher-type handle with push 
button latch eliminates the need for 
any type of striker plate. 


e Extruded glass and screen inserts 
glazed with vinyl plastic make break- 
age replacement an easy chore. 


e Nationally advertised guarantees. 





you can make 
MORE MONEY 
selling Minerva 


| “nerve 


L ALUMINUM a et 
— COMPANY 


MINERVA OHIO 


— — 
eT es 
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IF YOU STOCK 7 


OF THESE 12 TOOLS- 


YOU should 
stock the 


DIRECT- 

TO-DEALER 

GOLDBLATT 
LINE! 


Take this check-list test! If 
you can identify 7 or more 
of these tools as items you 
carry in your regular stock— 
then your store is a tool 
center for professional men 
in the building field! And 
such Dealers must stock and 
sell Goldblatt Tools, the 
preferred trowel-trades line 
since 1885. If you do not 
get the Goldblatt Dealer 
Catalog, write for your Free 
copy today! We'll send it 
out at once! 


IN CERTAIN AREAS, 


"y 
eK Now 
SELLS THROUGH 
KEY JOBBERS! 


We have appointed stock- 
carrying swift-servicing Job- 
bers on both coasts. Other 
Jobber appointments are 
pending. Write for the name 
of the Jobber nearest to 
your store. 


JOBBERS: Write us if you 
are interested in the Gold- 
blatt Tool line for your area. 


(7. 
WJoldblatt) too. comPANY 


1930 WALNUT STREET 
KANSAS CITY 41, MO. 
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Hardware Week Special Offers 


61/7," Skilsaw Power 
Saw at $44.95 


Skil Corp. announces a retail price re- 
duction of $5 on its 642” Model 536 saw 
from the regular price of $49.95 to 
$44.95 for Hardware Week, April 28 
to May 7. This saw, which Skil calls its 
Gold Key Special, will be featured in a 
huge, 1960 advertising campaign, with 
a two-page full-color ad appearing in 
the April 30 issue of The Saturday Eve- 
ning Post. 

Skil also announces price reductions 
on two other tools in the Skil “500” 
line which became effective Jan. 1. The 
Model 513 Trimmer, formerly retailing 


at $44.50, has been reduced to $39.95 
A retail price change from $47.50 to 
$39.95 has been applied to the Model 
514 Jig Saw. 

The trade offer on the Model 536 
saw as the Skil Hardware Week special 
offer expires April 30, with the consumer 
price reduction extending to May 7. Skil 
Corporation, Dept. AL, 5033 Elston 
Ave., Chicago 30, Ill. 
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Tools by Stanley at 
Special Prices 


Stanley Tools is offering 
tools at special prices for 
Week, April 28 to May 7. 

An HW 6 Unit now available consists 
of three each of the new HW 1291 Stan- 
ly Handyman aluminum torpedo level, 
a regular $2.30 value specially priced at 
$1.88; three each of the new HWS514 
Hand Drill with “4” chuck and hardwood 
handle, a regular $2.30 value, special at 
$1.88 list; three each of the HW125ZR 
Stanley Handyman chisel sets, a regular 
$6.95 value, special at $5.48 list; three 
each HW110 Stanley block plane, reg- 
ular at $3.25 value, special at $2.48 
list; three each HW 133 Yankee-Handy- 
man spiral ratchet screwdriver, a regu- 
lar $3.50 value, special at $2.68 list; and 
three each of the HWN 1% Nailmaster 
hammer, a regular $4.50 value, special 
at $3.48 list. 

The HW6 Unit 


standard 
Hardware 


merchandiser com 





OF DURABLE 
ACRYLIC PLASTIC 


FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company... 


Your Products . . 


. Your Service? The sign on your building is 


your “‘business card’”’ to potential customers. No matter what you 
make or sell—a good front is an important business asset . . . and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 


nations to choose from. 
Send Coupon for 
illustrated Bulletin 

Find out how you can identify your 

Sign Letters. Guaranteed not to 


fade, chip or crack. Get complete 
information on “what to look for 


Name__ 


Address 


OSS SE ee 4 
PLASTICLES CORPORATION 

14383 SCHAEFER ROAD « DETROIT 27, MICH. 

Mail Illustrated Sign Bulletin to... 


TOOLS BY STANLEY AT 


FOR HAROWARE WEEK 


plete has a regular value of $67.40; spe- 
cial price is $53.65, dealer’s cost is 
$39.30. The merchandiser and tools are 
all in one package. All items also are 
available from open stock at reduced 
prices. Stanley Tools, div. of The Stanley 
Works, Dept. AL, 111 Elm St., New 
Britain, Conn 
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Six Best-Selling Tools 
at Reduced Prices 


True Temper announces it will offer 
six of its best-selling tools at reduced 
prices for Hardware Week, April 28 to 
May 7. Regular stock items have been 
selected to give the dealer extra volume 
and profit, maker says. 

The tools, which will be advertised in 
The Saturday Evening Post, include: No. 
B16 Jet Rocket Hammer, which regu- 
larly sells for $4.50, will be priced at 
$3.49; No. BOH Jet Rocket Hatchet will 
be reduced in price from $5.80 to $4.49. 
No. SL22 Spring-braced Lawn Rake, reg- 
ularly priced at $3.89, will be offered for 
$2.99; No. TD Hedge Shear, 82” blades, 
will be reduced from $4.95 to $3.99; No. 
RE2 Rotary Edger, 2-wheel, from $6.50 
to $5.19; and No. 29 Grass Cutter, golf 
swing type, will be reduced in price 
from $1.98 to $1.59. True Temper 
Corp., Dept. AL, 1623 Euclid Ave., 


| 
l 
business with colorful Plasticles | 
| 
| 
| 


Cleveland 15, Ohio. 
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City Zone State 


— meme REPRESENTATIVES IN PRINCIPAL CITIES 


when buying sign letters.” 
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Boost insulation volume with 


ZONOLITE 5 BIG 3 





ZONOLITE 
Masonry 
Fill 
Insulation 














ZONOLITE 
Vermiculite 
Insulating 














ZONOLITE 
Glass Fiber 
Blanket 
Insulation 
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Only Zonolite gives you this triple-threat 
profit-boosting opportunity! 


ZONOLITE is the insulation name your customers know 
best. For that reason, Zonolite sales are easier to make, 
Zonolite profits easier to come by. What makes it better 
yet...you can satisfy more different kinds of insulating 
needs, because Zonolite alone can supply all three types 
of insulation. One type frequently helps sell one of the 
others, too. 


Te Zonolite Water-Repellent Masonry Fill Insulation... 
The new way to insulate block and cavity walls. Cuts 
heat transfer 50%...air conditioning costs by 25%. Pours 
freely from bags, fills around reinforcing and other 
obstructions... won’tsag or ball up...nouninsulated voids. 
Really water-repellent, actually sheds water. Saves time 
and money over other methods. An easy ‘‘add-on”’ for 
every masonry building in your area. 


Ze Zonolite Vermiculite Insulating Fill... Easiest of all 
to install. Pours easily between ceiling joists...all done 
in an afternoon or less with no fancy installation costs. 
It’s 100% fireproof, rotproof and rodentproof...won’t sag 
or ‘‘go flat’’...guaranteed for the life of the building. 
Vigorous national promotions and dynamic sales tools 
build volume for you. 


=e Zonolite Glass Fiber Blanket Insulation... Alumi- 
num-faced blanket of springy, superfine glass fibers com- 
bines insulation and vapor barrier. Clean, light, odorless, 
non-irritating. Won’t rot, sag or pack. Stores in one-fourth 
the usual space. Various thicknesses and widths meet all 
needs. Convenient ‘‘Z-tab’”’ makes installation easy. 

There you have it...3 of the very best reasons to get 
behind Zonolite insulating products. For specific informa- 
tion about these easy-to-sell products... 


Mail coupon today to 


ZONOLITE COMPANY 


Dept. AL-10, 135 South La Salle St., Chicago 3, Ill. 


ZONOLITE COMPANY...Dept. AL-10 

135 S. La Salle St., Chicago 3, Illinois 

Send me full information on items checked. 
C1) Zonolite Water-Repellent Masonry Fill Insulation 
© Zonolite Vermiculite Insulating Fill 
© Zonolite Glass Fiber Blanket Insulation 


Name__ 


Company 
Address 
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HARDWARE BUSINESS 


new SALES AIDS 


A New System of Color 
Presentation and Service 


A Color Studio now available to a dealer in a 16” x 
unit includes 276 colors aranged in eight individual color 
families. Each entire family of colors is presented on an in- 
dividual page built into the Studio cabinet. Opposite each 
group is a professionally planned color scheme showing co- 
ordinating, contrasting and accent colors for the color family. 
Slots are located at the front of the unit for the nation’s top 
20 trend colors. The complete Color Studio requires only 
15 colorants, making available the entire array of colors with 
an extremely low inventory. Eight finishes are available. Only 
a dark and a light base is needed for each finish, says maker. 
The new system provides a dealer with a complete paint de- 
partment for an investment of less than $500. A smaller unit 
also is available containing 128 colors. 

A sales-winning feature of the system is a new type of loaner 
kit for use in the home. Packaged as a jeweled evening bag 
(top photo, right) for the home decorator or available in a 
brass decorated plastic kit (bottom photo, right) for the pro- 
fessional painter, the loaner packets include all 276 color 
tones. Minnesota Paints, Inc., Dept. AL, 1101 South 3rd St., 
Minneapolis, Minn 
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7 
| FOR SLIDING DOORS 
WiCRO CAM BANGER 


é 
p> MMMRORE A ence 


Promotes Self-Service Sales 


Two new Kason self-selector merchan- 


disers contain all the hardware necessary 114%”, displays the 
to erect do-it-yourself decorative adjust- of Thriftee Hardware 
with doors, track, hangers, guides and save delivery costs. the carton contains 
pulls. It contains all parts required for 
bypassing | sliding 
doors. Customers may see how easy it is 
to plumb the doors by turning the nylon 
hangers. Insets in 


able shelves and utility units. The PG- 
Junior counter model holds a 42 pair 
assortment of 8”, 10” and 12” brackets 
and a 45 pair assortment of 12”, 18” and 
24” standards. The PG-Senior floor mod- 


installing a_ set 


el contains a 51 pair assortment of 8”, micro cam on the 
photograph above show the single and 
twin nylon wheel hangers available. The 
with built-in fascia. 
Dept. 


10” and 12” brackets and a 46 pair as- 
sortment of 12”, 18”, 24”, 36” and 48” 


standards. Brackets and standards are track is aluminum 
John Sterling Corp., 


available in silvertone, bronzetone or 
black decorator finishes. Kason Hard- 
ware Corp., Dept. AL, 71 Wallabout St., 
Brooklyn 11, N. ¥ 
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mond, Ill. 
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Sliding Door Demonstrator 


A miniature working model, 312” x 
new Sterling line 
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A Carry Home Garden Trellis 


A colorful carton for its American 
Beauty Trellis has been developed by 
It is complete Concord Woodworking Co. Designed to 
a sturdy three-piece trellis that can be 
bolted together in a jiffy. A carry-home 
handle on top of each box makes the 
15” wide x 7’ long trellis both portable 
and mailable. Overall weight is only five 
pounds. Suggested retail price is $3.98 
each. Concord Woodworking Co., Inc., 
AL, Rich- Dept. AL, 10 Beharrell St., West Con 
cord, Mass. 
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“In 1960 American families 
will spend an estimated $4.6 
billion on home remodeling. 
According to market analysts, 
the biggest share of these dol- 
lars will be used to add family 
rooms.”’ 


Building Family Rooms 
with DeVAC GlassWalls 


...@ unique opportunity for building supply dealers 
to make big profits on the home remodeling boom 


A complete year-’round room created through the use of 
DeVAC GlassWalls. Whether you enclose a porch or breezeway 
or build from the ground up, you can add a room with DeVAC 
GlassWalls at lower cost per square foot than by any other method. 





MODULAR UNITS permit fast, 
economical construction. Two men 
can easily enclose the average porch 
or breezeway in one working day. 
Result—less per square foot than 
cost of building any other room. 


€ 


BEFORE: Summer porch, wide open 
to cold, wind, rain and snow. 
Porch furniture must be moved in 
and out according to the weather. 
The porch is useable only a few 
days a year. The rest of the time 
it’s just so much wasted space. 
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BONUS SALES are an added plus 
for the building supply dealer. 
Lumber, conduit, hardware, and 
sometimes floor covering and roof- 
ing, are included in sales of DeVAC 
GlassWalls. 


AFTER: Ayear-’round room—but 
the family can still enjoy porch 
pleasure when the weather’s warm. 
DeVAC GlassWalls have three 
sliding glass panels which can be 
opened to create the effect of an 
open porch. 


All panels 
at top— 
ventilation 
below 
head level. 


All panels 
at bottom 
—draft 

is off your 
feet 








DeVAC backs your 
selling efforts with na- 
tional advertising and 
a complete program of 
sales aids, including 
literature, ad mats, and 
displays. 


Visit us at our booths, #367 and 368, 
auiadae at the NAHB Convention and Exposi- 
SWEETS tion, Jan. 17-21, 1960. 


OR WRITE FOR COPY 


c An Ae. 
eon 


DeVAC, inc. 


5900 Wayzata Boulevard « Minneapolis 16, Minnesota 


Dept. AL-1 


Please send me complete information on the DeVAC 
GlassWalls program for Building Supply Dealers. 


NAME 


COMPANY 


ADDRESS 


Circle No. 101 on Handy Cover Card 











Maida ail am ; Manila Rope Dispensing Rack 
NEW SALES AIDS ’ 
“ew . A new No. 7010 rack holds three self- 
(begins on page 82) atarial pics gta tenant : 
dispensing cartons of premeasured ma- 
nila rope. The rope is marked every 10’, 
making it easy to measure and cut off 
just the length a customer wants. Self- 
dispensing cartons keep the rope stock 
clean and undamaged by dirt, dust or 
handling. The rack is offered free with 
an order for three or more cartons of 
King Cotton premeasured manila rope 
King Cotton Cordage, Dept. AL, 105 
Duane St., New York 8, N. Y. 
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PURE MANILA 
ROPE 


> 


se Sandpaper Assortment 


enna onaoe A new assortment of sandpaper in 
PURE MANILA 9” x 11” sheets capable of wet sanding 
ROPE and with grits suitable for both the crafts 
man and home handyman is announced 
A Combination Door Lock Known as the Adalox & Tufbak Assort- 
A new, modern form display mount art , ment, it includes: 100 sheets of 220-A 
now available is equipped with the Goug- ——— (6/0) finishing paper; 100 sheets of 
ler No. 83 combination door lock for , a ‘\ 120-C (3/0) open coat; 100 sheets of 
residential entrances. This lock eliminates P manne omaoe Yo. | 80-D (0) open coat and 50 sheets of 
the use of door keys and can be oper- } PURE MANILA 50-D (1) open coat, all with aluminum 
ated with one hand. even in the dark. | «ROPE oxide abrasive. In addition, the assort- 
simply by counting clicks as the knob ee | ment contains 50 sheets each of three 
turns. The new mount also is used to popular grits of Tufbak Durite, suitable 
introduce the modern trim hardware now \ for between-coat sanding of fine fin- 
offered with the No. 83 Gougler locks. ishes on wood or metal. Behr-Manning 
The Gougler Keyless Lock Co., Dept Co., a division of Norton Co., Dept. AL, 
AL, Kent, Ohio. ~ 2859 Howe, Troy, N. Y. 
Circle No. 241 on Handy Cover Card 


Get the “tools” that will help you sell more 


vor 
"SE 
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vs cenumne LIFETIOE 


a ae i Sa HIGH-PRESSURE LAMINATES 


BE SURE-LOOK FOR THIS LABEL 


There's a vast market for NEVAMAR—builders, contractors, home- 


huis is : : improvement firms, do-it-yourselfers—that means a steady flow of 


| NEVAMAR 


\ extra, profitable sales for you. To bring this business to you, we've 
nano ; provided a wealth of sales-promotional material, in addition to a 


") 
= oe > consistent campaign of advertising. NEVAMAR is the carefree, lifetime 


OF) & surfacing material with a thousand uses. Get your share of this business. 


= , ~ ; Free for the asking neva) 


HIGH-PRESSURE LAMINATE 
PE COLOR CAREFREE SURF AC ma TA 


Gr) e Color Selectors e Display Cards 

WP cara |" ake”. = e Colorful Handouts —_e Do-it-yourself Plans 
J I e Pennants, Banners + Newspaper Mats 

e Counter Displays =e Placards 

e Decals e Sample Chip Sets 








Vay THE NATIONAL PLASTIC PRODUCTS COMPANY 
ar and Ny Fibe Nevamor High-Pressure Laminate Wynene Extruded ond Molded Products 


ODENTON, MD. + NEW YORK, N.Y. + LONG BEACH, CALIF. * MIAMI, FLA. * CHICAGO, ILL. * DENVER, COL 
PORTLAND, ORE + SAN FRANCISCO, CALIF. * CHARLOTTE, N.C. + JACKSON, TENN, « INDIANAPOUIS, IND. 
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To help your custediers buy ... use MULTIPLEX 
It's the basic display for all lumber showrooms 


Leading designers of building supply showrooms include 
Multiplex Display Wings in their plans. They specify dis- 
play units for panelling, floor and wall covering, roofing 
and siding materials, moulding, carded merchandise, etc. 
Other standard Multiplex units are designed for displaying 
doors or as plan book and literature racks. 

The multiple-swinging-wing principle provides the advan- 
tage of floor space economy. Example: a typical 10-wing 
unit (with 30” x 80” wings) takes up just 16 sq. ft. of 
floor space, but it gives you 330 sq. ft. of display surfaces. 


Showroom of Leidigh G Havens Lumber Co., Salina, Kansas 








MULTIPLEX ="? 
If Multiplex is not working for you \ ‘eet i 
as yet, please let us mail you our 32 
page illustrated bulletin. The photos 


will show you how other dealers are i) ag F 
° % 


using Multiplex to help move mer- =. 
b° 
3 


chandise. 


Show it well, and it will sell! 


907-917 North 10th Street St. Louis 1, Missouri 
Please send your New Display Equipment Catalog 


COMPANY 
ADDRESS 
CITY AND STATE 
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How to Get More From Your 


Advertising $ $ $ 


Where does YOUR ad $ go? In article below, dealers tell how, where and when they spend their ad- 
vertising money. With budget time coming up you are sure to find a sure-fire idea or two here. 





YOUR BASEMENT SALE 


HERE AT ONCE SOURCE YOU MAY PURCHASE EVERYTHING YOU NEED FOR FINISHING OR REM: - 
ING YOUR BASEMENT, ATTIC OR GARAGE, TAKE ADVANTAGE OF THESE REDUCED PRICES now 


LOW SALE PRICES IN EFFECT THRU ENTIRE MONTH OF FEBRUARY 


if 
H 


aie 
il! 
Frits 


$ 
i 


E32 


Coastrection Grode 
(Reg. 696 0.) 5¥¢ 00. 


MAHOGANY 
FLUSH DOORS 


ARMSTRONG 
ACOUSTICAL THE 





RANDOM PLANK 
MAHOGANY 
PLYWOOD 





Avalleble in I'xé 
ond 4x8" shoot. 
av Roles 
oe 1” conrers 

48 sheet onty 

$2.68 


ARMSTRONG 
CEILING TILE 


BATHROOM 
TILE BOARD 





























Boked eneme! weil 


ROMAX CABLE 
Non-Metallic 


MIRACLE ANCHOR 
AOMESIVE $2.58 OT 








HARD BOARD 





SUMP PUMP 





MEDICINE 
CABINET 


Fer 13'2"x19" recess 
mewaring mere! Dewed 
s'20" plate gies 
mirror, 2 edjusrable 
less shelves 

















NOTHING TO BUY 


WIN A FREE ARMSTRONG CEILING 
NOTHING TO WRITE 
Just Enter Drawing at Any of Our Stores 








Remodeling Loans Arranged in Our Store 


Nothing Down 


Payments as Low as $10.00 Monthly 
FREE DELIVERY ON SALE ITEMS 


(le METROPOUTAN DEN;VER) 


Hours 8-5 P.M. Daily — Saturdays 8-1 P.M. 





2800 North Brosdway—MAin 3.4366 
$700 North Federet—Gend 7.1657 
1300 Brighten Bivd—ACome 2.6919 








ASPHALT 





JAMB and 
TRIM SET 














MULTIPLE ITEMS are featured in ads run by Woods in Denver, which operates three 
stores in the metropoitan area. In addition to newspaper advertising, firm also issues 


semi-annual catalog. 
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OW CAN YOU GET the most 
from your advertising dollar? 
Should you use newspapers, radio, di- 
rect mail or a combination of media? 
The answers to these and other ad- 
vertising questions boil down to the 
problems faced by the individual deal- 
er. But a cross-country check by A. L. 
reporters reveals how and what deal- 
ers are advertising and why. A small 
number of dealers said they increased 
their advertising budget last year. In 
a spot check, the increase seemed 
especially true of line yard organiza- 
tions, including Boise Cascade Corp. 
with 109 retail yards in Utah, Idaho 
and Washington. 

Almost without exception, dealers 
declared newspapers their most ef- 
fective media. But in some cases 
classified rather than display space 
brought the best results, as in the case 
of Wilson Lumber Co., Akron, Ohio. 
which uses classified to promote spe- 
cials. 


Gimmicks effective. In Houston, 
the Grimes Lumber Co. uses a spe- 
cial Sunday telephone number in all 
its ads. (Some dealers also include a 
special number for night calls.) Phone 
book advertising, especially in the 
suburban area, was mentioned as a 
business-getter by John A. Crosby, 
owner, Belmont (Mass,) Lumber & 
Cement Co. 

Best results come from neighbor- 
hood papers rather than metropolitan 
dailies, said William Warrens, general 
manager, Marina Lumber Co., San 
Francisco. 

The yellow pages of the phone di- 
rectory is the only media used by 
Joslin Lumber Co., Torrance, Calif., 
according to partner Jack Brooks, who 
said his firm had tried newspapers 
and other media. Their telephone ad 
is a standard two column by five inch 
display with a line cut of the compa- 
ny’s sales room. Lumber and building 
materials for the home craftsman is 
emphasized along with financing 
plans and all-day Saturday opening. 

Advertising specials. “The best ad- 
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vertising for us has been our specials, 

commented Joseph J. Hanks, adver- NAME OR SIGNATURE CUT HERE 
tising manager, Boise Cascade Corp. 
Howland Boyer, president, Boyer 
Lumber Co., Omaha, also reported 
best results from “specials.” The lead 
item happened to be a large stock of 
distress merchandise. 


Promotion of the end product— 
especially remodeling jobs—is_ the NATURAL 
best advertising emphasis, reflected in 
sales, reported by many dealers. A 
Sunday ad run in November promot- woop 
ing a family room in time for Christ- 
mas brought 40 persons into the 
showroom in bad weather. The firm KITCHEN 
keeps a complete record of phone 
“a and poten 1a on each Miesias CABINETS 
following the Sunday ad insertion. ~— 

D. M. Nichols, general sales man- ; “6 ' 
ager, Temple Lumber Co., Houston, — \ 
said their en productive ads had bins q AS MODERN AS THE NEWEST HOME IN TOWN 
been those with a seasonal remodel- ee e ye 
ing and addition theme and those <a Your dream kitchen 
stressing easy financing. Another Tex- ——— - i 
as dealer, manager Bob Lawson, SS planned just for you. 
Sabine Valley Lumber Co., Fort ——— 
Worth, said that ads promoting new —————— feed agthins srageing tepactiew foec phat cergeran © 5 adh 


home and remodeling packages pull SS SRS kitchen! 
best —_—_—_—_—_— Our Home Service Department specializes in custom de 
































the ultimate in fine 





signed kitchens... every detail planned to suit your particular 
preferences. We invite you to come in and see the latest and 


Price appeal. Is it important to tow AS +00 PER Mo. best in famous(brand name)natural wood cabinets metal 
mention price? Dealers feel that it 
depends on competition. In Akron, 
Ohio, for example, every item in the $ 
Carter-Jones ads carries a price. iN AS LOW AS 00 PER MONT 

“You have to,” asserts advertising in 
manager Glenn Carter, “because this 
is a price market.” 

“We very definitely feature prices,” 
said an agency spokesman for the 
Boise Cascade organization, “and they 
are very frequently on a five-day spe- 
cial from Thursday through Tuesday. 
Most country newspapers are pub- 
lished on Thursdays.” 

In Kansas City, manager Eugene 
Miller of the Sutherland Lumber Co., 
said that “whether we feature prices 
depends on the merchandise we are 
trying to move. When we want to YOUR NAME 
move some slow items or clean up 
inventory in certain spots, we hit : (TYPE) 
prices pretty strong. | f CABINET UNITS 

But not all dealers believe in fea- “1 | r _ 
turing price. The Belmont (Mass.) ” ESS 
Lumber & Cement Co. features 
““limited-time-only” specials, but does 
not feature price as a habit, 

“We do very little price-cut adver- 
tising here in Tulsa,” commented 
manager Walter R. Kelly, Hope Lum- 
ber & Supply Co., Tulsa, Okla. “Ads 
on specific products, not necessarily 
‘specials’ pull best for us.” 


In Cincinnati, Stewart McHugh, || h p k h 
Lumberteria, Inc., said that when Se the Pac age and the Parts 
prices are used, the firm also fea- 
tures monthly terms. Financing and Kitchen remodeling is a typical big the other is for three columns, 16 
home planning services are the high- ticket “package” which can be mer deep. 
lights of their ads. chandised. Nearly every home improvement 

“Occasionally we _ feature prices, As shown above, the complete project, together with hundreds of in 
but only if it fits into the particular package can be promoted with a time dividual products, are yg toe rs 
product being pushed,” observed Jim 3 jessy rg a ye ey eo = ro Lise eter a oo — 

" ad you Can illustrate individua od- or retail dealers Nave User e suc 

land, manager, Blacke t ol- a“ é 
os - aie CaO : ong * H ucts with unit prices. cessfully. In addition to product mats 
rae emesaag<se® aang ream wanes. The two ads above were created there are layout and copy suggestions 
. Louis Nathan, advertising manager from mats purchased through A meri- Write for free ADservice catalog to 
for Rose Bros., Cincinnati, uses prices, can Lumberman’s ADservice. The {merican Lumberman, 59 E. Mon 

(continued on page 88) layout at left above is for one column: roe St., Chicago 3, Ill 


| 


cabinets (list others.) 
And you can own a wonderful new kitchen with no money 
down budget payments to suit you! 


| 
| 
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MORE FROM YOUR $$ 


(begins on page 86) 





but feels that the limited-time-only of- 
fers do not have much impact. Ads 
promoting remodeling packages bring 
the best results, he finds. 

Advance planning. Some dealers 
said they plan their advertising on a 
week-to-week basis, some on a quar- 
terly schedule and some an entire 


year in advance. Dealer Boyer in 
Omaha said his ads are sometimes 
scheduled only four hours in advance 
“because weather prospects play such 
an important part.’ 

On the other hand, Main Line Lum- 
ber & Millwork Co., Wayne, Penna., 
which operates with an ad agency, 
tries to plan for a full calendar year. 

“We go to work in September and 
plan our campaign for a full year 
beginning in January,” said Stan Hell- 
er, assistant sales manager. Main Line 
appropriates about 5% for advertis- 


ing, including their new home sales 
program. About 6624% goes into 
newspaper advertising, the remainder 
for radio, TV, direct mail and _ bill- 
board. 

Hawthorne (N. Y.) Lumber Co., 
Inc. plan their newspaper ad cam- 
paign about six months in advance, 
said treasurer Joe Linden. Les Gar- 
land, advertising manager, Johnson 
Cashway Lumber Co., Omaha, figures 
about the same time lag, also general 


(continued on page 90) 





$5 Down Sells 
Garage Kits 


the 
Summit Ya 


"ance, 


2. PRECUT KITS 


at CUT-RATE PRICES! 


Ohio dealer tossed out the usual package = 
price approach, created a homespun $5 _ 
down idea. People came in droves, with five a 


ul i 


a 
bucks in their hands! a 
“6.7 


TA OR 
HOICE! 


you aor 
Nknaler OR WE ERECT for Le 


eo Sr 
Ss 


ETAIL ADS can sometimes be artistic triumphs but 

financial flops. Such was the case during five years 
of garage promotion by Summit Lumber & Material Co., 
Akron, Ohio. 

Competition for the garage market had made a dent 
in Summit’s sales. Radical models were receiving limited 
response. So Leonard S. Davis of the lumber company 
decided to use an unconventional approach. The result 
is shown at right—part of an advertising campaign which 
is perhaps an artistic flop, but a financial triumph! 

“We set up these ads based upon a wide variety of 
models without mention of price or terms. We did not 
mention ‘sale’ or ‘price’ in any way. We stated that these 
models were available for $5 down.” Davis said. 

“To our delight, response was tremendous. Amazingly, 
the same price-conscious buyers we had always catered 
to appeared in droves with $5 bills in hand, requesting 
us to make garage kits for them.” 

Garage sales in 1958 were 228 units. The average sale 
is $850. Some sales include breezeways, which means tick- 
ets of $5,000 and higher. 

Davis warns that you should not use a specialized format 
like this on a regular basis. “We have found that the ef- 
fect of this series is heightened by its limited usage—two 
and not more than three times a year,” he said. Anh A Temoncloss Pes ati re 

Summit Lumber offers every type of financing for its ao aaa hkl, i ee ae 
home improvement packages. The bulk of the time paper sm Linens ngs 
goes to three Akron outlets which provide the firm with 
six to 60-month contracts, up to $3,500, under FHA. 

“We sought out more than one source to offset ir- 
regularities found in cases where money supply or vary- 
ing acceptances of marginal credit dealers would mean un- 
necessary loss,” Davis said. 

The lumber firm carries a few garage deals itself. “But 
only for gilt-edge risks where we allow a 90-day extension 
period,” the dealer reported. 

Davis submitted his report on his most successful ad 
program because “we have followed with great interest the 
articles in American Lumberman over the years and we 
feel that we may have a contribution for the industry.” 


OPEN TODAY... ag mehev 
HERE'S WHAT YOU GET! 


«Milled Stamped NO.1. + Boxed Cornice Over: 
framing 

+ Rust- Proof Nails 

+1/00% Clear Redwood + free Layout Service 
Sidings «free Estimate 

* Sectional Overhead Doors «free Supervisory Help 


ESTIMATOR WILL CALL AT YOUR HOME MO OBLIGATION [nti der 


UPTO 60 MONTHS TO PAY! 
No PAYMENT untd Sept. 


THANK YOU... 


MR. € Arig AKRON PUBLIC.. 


‘ Ihave: bfe m Cui Me sloy has any cake 


her ae 
mgs ‘te? 
* 215-\b Shingles ot 
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tine? 
07 


(tot 


OPEN TODAY 1+04 


S saieilt Leuterts. 
Leen: PA 06 
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HERE’S A RED-HOT SALES OPPORTUNITY 


you can put your finger on! 


Now hom 


with the finest 


vpes of windows ar ailable with 


R insulating glass: 7/ 


Seal® is used principally in picture 


windows, window walls and sliding doors; on the glass 


GlasSeal® Thermopane for double hung. case- selling their 
ment, awning, sliding, bow ill types of open- Double-glazing profits are 
ing windows display ind promote windows 


Let builders know vou have it. Because heavy Thermopane in vour showroon N 


promotion in magazines and on network T’V is operating sash manufacturers upon request 


pre-selling the house-buying public on the ad- Advertised on “Bourbon St. Beat’’— ABC-TV Net- 
vantages of having Thermopane not only in pic- work—Monday Nights*. 


ture windows, but in all of the windows of a house In most cities. Consult your local station schedules 


Made in U.S.A. L LIBBEY +> OWENS +. FORD 


only by cledo 3 


INSULATING 
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LOCAL ADVERTISING 
FOR YOU 


...for merchandising minded 
Dealers, a complete LOCAL ADVER- 
TISING PROGRAM, This is designed 
to sell you and your service... MORE 
than 25 Promotion Items ready for 
your imprint and a USM plan for 
newspapers, radio, TV and other 
local advertising. 


NEWSPAPER 
ADVERTISING 


EXHIBIT BOOTH space 


Write today for details on the Certified 
Adequate Insulation Local Promotion Program. 


UNITED STATES 
| AM MINERAL WOOL 
a em rt COMPANY 


World's Oldest Manufacturer of Mineral Wool Products 


STANHOPE NEW JERSEY 


Please send me information on your 


Local Promotion Program, 


NAME 
COMPANY 
ADDRESS 
CITY 
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* manager Bob Maurer, Lyman Lum- 


ber Co., Excelsior, Minn. Both Lamp- 
land Lumber Co., St. Paul and A. L. 
Stockton Lumber Co., San Francisco 
try to set up their programs on a 
quarterly basis. Both firms aim their 
ads for the homeowner market and 
both use special mat services to il- 
lustrate projects and products. Suth- 
erland Lumber Co., Kansas City, de- 
velop their ads on a_ week-to-week 
schedule, preparing their own copy 
and layouts. 

One dealer’s program. Hugh M. 
Woods Lumber Co. with three stores 
in the metropolitan Denver area budg- 
ets about 2 %2% of their sales for 
advertising. About 30% of this goes 
into newspaper and radio; 25% for 
direct mail, including their semi-an- 
nual catalog. Classified telephone di- 
rectory and miscellaneous covers the 
rest. 

Working with an advertising agen- 
cy, Woods’ features seasonal products 
and remodeling projects, also a_ big 
year-end sale. They believe in fea- 
turing multiple products, each _ illus- 
trated and price marked in their ad. 

“By listing multiple items, there is 
bound to be some of interest to any 
homeowner or builder,” reasons pres- 
ident Bob Woods, “whereas an adver- 
tisement of a single item would cut 
down interest, Not all items adver- 
tised are bargains.” 

Woods’ 70-page semi-annual cata- 
log is mailed to 12,000 customers and 
lists most of the major items sold by 
Woods. Delivery is made in the Den- 


Co-op Advertis 


EGULAR DIRECT MAIL pro- 

motions to homeowners is paying 
off in terms of sales for PK Home 
Shopping Center, a_ retail building 
materials store south of Kettering, 
Ohio. 

The store has teamed up with a 
nearby food super-market, sharing 
the cost of a weekly mailing to 4,500 
homes in the area. Each firm ad- 
vertises on one side of the tabloid- 
size mailer. 

Results from this promotion, ac- 
cording to general manager Charles 
F. Angela, have been almost unbe- 
lievable: 1,200 4x8 Philippine ma- 
hogany plywood panels sold in six 
weeks; 200 colonial Tudor wood 
combination storm-screen doors sold 
in one week—each sale about $45 in- 
cluding hardware; 120 bags of dry 
concrete mix sold in one week. 

Most of the PK Home Shopping 
Center business is done weekends and 
evenings. Store hours are 9 to 9, six 


ver suburban area at list price. If the 
customer's order totals $200 or more, 
he is given a 5% discount except on 
a limited number of items. Out-of- 
town orders are encouraged by a list- 
ing of freight rates trom some of the 
major towns in Colorado, Kansas, 
Nebraska and Wyoming. 

Using ads that tie in the builder 
have been helpful for Bennett Lum- 
ber Co., Camden, N. J., according to 
vice-president F. Jared Bennett. Sub- 
urban newspapers are used exclu- 
sively for all the firm’s newspaper ad- 
vertising. There is no fixed budget. 

“If we get something hot, we go 
all out for it,” explains Bennett. 

In addition to Boise-Cascade, other 
firms which planned a_ budget in- 
crease this year included: Hope Lum- 
ber & Supply Co., Tulsa, Okla.; Rob- 
ert Supply Co., Inc., Miami; Johnson 
Cashway Lumber Co., Omaha; West- 
chester Square! Sash and Door Co., 
Inc., Bronx, N. Y. and A. L. Stock- 
ton Lumber Co., Daly City, Calif. 

Money budgeted for advertising 
ranged from “inspiration of the mo- 
ment” to 5%. The two companies 
ear-marking 5% were Lumberteria, 
Inc., Cincinnati and Main Line, 
Wayne, Penna. 

Public relations and advertising 
may be one and the same thing. W. 
Robert Cameron, owner, Cameron 
Lumber Co., Dania, Fla., believes 
his Little League baseball team does 
a top job on both sides, Expenditure 
for Little Leaguer shirts runs $150 a 
year. Between 600-700 people see the 
firm mame every time the team 
plays. However, the firm also uses 
the weekly newspaper, classified tele- 
phone book and direct mail. 

“Tt all helps,” says Cameron. 


ing Pays Off 


days per week. Angela says the store 
has established a reputation for handl- 
ing new products in addition to the 
customary building materials demand- 
ed by the homeowner. The store also 
handles complete home improvement 
jobs. 

“We have very little contractor 
sales,” said John Cooke, manager of 
the lumber department. “We keep 
our prices competitive with conven- 
tional lumberyards and try to give 
better service than anyone else. Lum- 
ber dealers visit us, hear what we are 
doing and go away shaking their 
heads.” 

The firm does a big business in 
plastic-simulated brick, It sells for 
$6 per sheet and every job takes 
about half a dozen sheets. Cooke 
claims an exclusive on this product. 
Another best seller is a new type of 
prefinished hardwood flooring. Own- 
ers can apply it themselves over as- 
phalt tile or concrete. 
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A Tailor-made 
Merchandising Plan 


-for the 


Retail Lumber Dealer 


Here is a wholly new method of selling component parts—and in 
a range and variety never before possible. Here is how you compete 
with prefabrication of every type. Here is how you greatly increase 
your sales—without increasing your overhead in either equipment 
or space. 

[his plan is built upon 24 years of practical experience, guided 
by more than half-a-million dollars of pure research. Today —in 
nearly every section of the Union, as well as in both Tropic and 
Arctic regions—many million dollars of homes and other 
structures have been built by these methods. 

The component parts you sell—for floors, walls, ceilings, 
roofs and gable ends—are in no way standardized. For any size 
of house—for any type of house—you now sell components 
custom-made by your distributor, built to carry out each individual 
plan of the architect, the builder, or the owner. To get maximum 
economy—they must buy through you. Yet you save better than 
25% of the cost of doing your own Precision-Building or any other 
type of prefabrication. You sell—without fabricating or stocking; 
the parts go direct to the site. 

All our experience shows that the fabrication must be done at 
the distributor’s level—taking advantage of all his quantity dis- 
counts on materials, all of today’s shortages of skilled labor and 
all the sound economies of soundly engineered, factory-production 
methods. 

We are telling the story of Homasote Precision-Built House 
Components (through our advertising) to home owners in your 
territory and to all the builders and architects in your territory. 
We would like to send you two different, fully-illustrated, 8-page 
folders. One is addressed to you. The other presents the story 
as you want to tell it to home owners (and their architects and 
builders). 10 

You don’t have to guess about this new o)2 NV. 
merchandising plan. Make us prove it ky 
to you. Your letter or telegram will bring 
you a copy of each of these two books. 

And a Homasote Representative will be 
ready to call on you on very short notice. 


Write or wire Department A-6. 


HOMASOTE COMPANY 


Trenton 3, New Jersey 
Homasote of Canada, Ltd., 224 Merton St., Toronto 7, Ont. 


Seewwwensee 


aS tis 
MFR "| DISTR 
»~e o-e 2 ——— 
DEALER | a 
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Many dollars are saved by the elimination of 
all extra transportation and rehandling costs. 


cost 
REDUCTION 








ei 























20 30 40 
HOUSES PER DAY 
This chart shows how costs go down as the 
centralized production of house components 
increases. 


Custom-built P-B Components include 
floors, walls, ceilings, roofs and gable ends. 
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CYCLOPEDIA 
OF 
BUILDING 


AMERICAN LUMPEIMAN ° 


A MANUAL on the FUNDAMENTALS of LIGHT CONSTRUCTION 
and BUILDING MATERIALS for LUMBER DEALERS 


Compiled by American Lumber- 


man 75¢. Useful to newcomers 


in the industry and experienced 


personnel alike. A handy refer- 


ence to: over 1,000 building 


terms, charts and tables; funda- 


mentals of light construction; 


legal terms connected with the 
building field. 


Single 
ompany order 


Remittance must 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
Chicago 3, Illinois 
59 East Monroe Street 


Se 
Bu 


i me copies of ‘’Cyclopedia of 


Iding Terms Money to cover is enclosed 








TWO FORK LIFTS were used in fast unloading of lumber. The 8,000-lb. capacity 
truck in foreground removes first package from a carload, after interlace straps 
are cut to allow removal of top unit. In background the 6,000-Ib. capacity truck 


removes the last package from another car. 


World's Record Boxcar Unloading? 


DECATUR, ILL.—Seven boxcars con- 
taining a quarter of a million board 
feet of lumber were unloaded in sev- 
en hours at a new Pittsburgh Plate 
Glass plant here. Two three-man 
teams were used, each using a fork 
lift truck. 

In the same time period the lum- 
ber was classified by size and placed 
into bays. 

There were 12 packages of about 
2,800 board feet each in every car. 
They were combined into six stacks in 
each car by interlacing each unit of 
two packages with two lengths of 
44”x0.35” steel strapping. The in- 
terlace straps ran through the hort- 
zontal centers of the two packages in 
each stack. 

A bulkhead placed in each length- 
wise row of lumber prevented shift 


LUMBER SHED before unloading began 
at 8:30 a.m. Ramp allows access to four 
freight cars at one time. Warehouse 
shed is 80’x142’, divided into eight 
bays. Capacity of shed is 500,000 bd. 
ft. of lumber. 


ing during transit from Prince 
George, B.C. The bulkheads, halt 
the height of a stack, fill the remain 
ing space between the two stacks in 
each row, extending into the door- 
way area. 


Sanford-Harris Lumber Co., Pitts 
burgh, Penna., planned the lumber 
warehousing and inventory control 
Acme Steel Co., Chicago, developed 
the packaging, loading and unloading 
methods for the lumber shipped by 
rail. 

Bruce Harris, vice-president of 
Sanford-Harris, said: “In my experi- 
ence as a lumberman, never before 
has a quarter of a million board feet 
of lumber been unloaded from  box- 
cars in seven hours. It is a world’s 
record.” 


LAST PACKAGE from = quarter-million 
board-foot shipment is removed just sev- 
en hours after unloading started. Each 
package of lumber is numbered and the 
contents of each unit detailed on a 
manifest. 
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FEATURE TO DEMONSTRATE in new Truscon Series 500 Aluminum Awning 
Window is top vent that moves down and out, away from frame, 
leaves space to reach through for washing from inside. That's a big 
appeal to the mass housing buyer. This window is loaded with features 
usually found only in the higher priced merchandise. Sturdy, substan- 
tial operators. Beautifully finished. Mass production keeps price low. 














SLIP-OUT SASH is feature of new Truscon Aluminum Horizontal Sliding 
Window, Series 700. Ideal for low-cost contemporaries. Nothing flimsy 
about it. It’s rugged. And, it’s graceful. Glides easily, weathers wonder- 
fully. It’s a window you'll be proud to stock, demonstrate and sell. 
And, that low price tag sells it fast. 


LOW COST 
PRODUCTS FOR 
BIG VOLUME 
SALES 


Truscon offers you the products that will help 
your builder customers go after and sell the 
lower cost, big volume market. These are prod- 
ucts that help builders provide the best possible 
house and still keep costs down. 

When you sell Truscon, you’re selling alumi- 
num windows at prices builders can live with, 
with quality they can point to. Windows with 
features you can demonstrate. Build to the needs 
of the low cost market. Truscon warehouses back 
up your stocks so you can deliver. 

Steel doors and frames, too, that install in 
15 minutes...complete. Easy to stock, easy to 
sell. Send coupon for more facts. 


See Truscon’s new line of economy windows 
N.A.H.B. SHOW, BOOTHS 5-6-7 
CONRAD HILTON HOTEL, JANUARY 17-21 


, REPUBLIC STEEL 
A TRUSCON DIVISION 


Youngstown 1, Ohio 


NAMES YOU CAN BUILD ON 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION 

Dept. C-8767-D 

1058 ALBERT STREET * YOUNGSTOWN I, OHIO 


I'm interested in an aluminum window line. Send facts. 
Name Title 
Firm 


Address 





PROFIT 2 WAYS WITH THE 


More builders will use the Curtis IQ plan in 
their merchandising programs 


More custom buyers and remodelers will look 
to you for Individuality and Quality in materials 


This is the year to sell Curtis windows and doors—the line most people want. 
You can sell the Curtis line. It’s available to you through independent distrib- 
utors in your area. 

Curtis quality products are backed by the most imaginative, most success- 

ful merchandising plan ever offered by any building materials manufacturer 
—the I-Q plan! 
Builders Find 1-Q Plan Spurs Their Sales Builders all over the country are enthu- 
siastic over the success of their I-Q promotions, available to them through 
their Curtis dealer. They used this theme not only for Curtis windows and 
doors, but for demonstrating the Individuality and the Quality of all the 
name-brand products dealers sell to them! 

You’ll find builders in your area more interested than ever in this tested 
program for total merchandising, as they face their toughest competitive year. 
Proves Profitable for Lumber Dealers, Too! The Curtis I-Q plan will bring you new 
business, new profits in 1960. 

First, you get the profits from sales of Curtis millwork (backed by the famous 
Curtis guarantee of quality)...plus profits from sales of other brand-name 
items bought by your builder customers. 

Second, your own I-Q plan brings you the extra sales made to custom builders, 
to owner-builders and to remodeling contractors. 

Third, it brings you a complete kit of powerful selling tools (see opposite page) 
...plus the help of a specially trained distributor representative...plus the 
pre-selling of Curtis national consumer and builder advertising. 


Just what is 
the Curtis le plan? 


It’s a new concept of merchandising homes and 
the brand-name products that go into them. 
It’s based on the home buyers’ desire for Individuality of design—for homes with a 
touch of distinction...Individuality to set their homes apart from others. 
It’s based on Quality of materials and workmanship. People have learned through 
experience that it’s better in the long run to buy quality, backed by the reputation of 
nationally advertised products. 
The Curtis I-Q plan has been designed specifically to satisfy the home buyers’ demand 
for more Individuality and Quality —with results that bring you more volume and profit. 


January 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





1960 CURTIS |) PLAN 


Your new Merchandising Kit 
has plenty of Individuality and Quality 


Displays? Yes. Literature? Certainly. Plus counter cards, ad mats, signs, decals—everything 
you need to sell more merchandise through the power of the I-Q plan. It makes sense to the 
home buyer...and it makes more housing sales for the builder. Ask your Curtis representative 
to help you launch your I-Q program. But why wait? Call your distributor now! Or write 
Curtis Companies Incorporated, Dept. AL-1-60, 200 Curtis Bldg., Clinton, Iowa. 


/ 
CURTIS COMPANIES INCORPORATE D/ CLIN TON, 


Individuality and Quality in windows, 
doors and FashionWood® cabinets 
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Warehouse Parade 


UMBRELLA LUMBER SHED is held in place by cables at Blue Diamond Lumber Co., Battle Creek, Mich. Novel design resulted in 


low-construction cost. 


Cable-Supported Roof Defies Wind 


Mich. and was erected by 


BATTLE CREEK, MICH. 

HE UNIQUE “STORAGE 

ROOF” pictured above, measur- 

ing 204’-x48’, was built for $1.84 per 

square foot here by the Blue Diamond 

Lumber Co. In place of the usual fab- 

ricated trusses, the roof is hung from 
the tops of poles by cables. 

“This is not a building as we us- 
ually think of it,” said R. W. Laird, 
vice-president of Blue Diamond. “In- 
stead, it is a roof supported by poles. 
This makes it a structure that allows 
wind to pass through with a minimum 
of resistance.” 

Twenty-six pressure-treated No. 2 
poles 40’ long were set in concrete 
footings. Set 8’ apart, the poles were 
set before the footings were poured 
around them. The footings are 9 
deep, 4’ to 5’ in the ground and 
stepped down to accommodate sloping 
grade. 

The roof extends 24’ out from 
each side of the row of poles and is 
20’ up from the ground. It is suv- 
ported by %” steel cables attached to 
welded steel caps at the pole tops. 
Heavy turnbuckles permit leveling of 
the roof 

“If the building had sides and ends, 
a hold-down problem might exist,” 
Laird said. “Our engineer feels that 
this kind of structure might be more 
useful in a windy area than the usual 
storage building 


96 


“The roof moves with the wind. 
We have had two 70-mph_ blows 
through our yard since erecting the 
roof. These winds scattered lumber 
and blew down trees, but the roof 
came through with no damage. Ac- 
tually, it acts like a wing.” 

The structure was designed by ar- 
chitect Harold Nils Davidson, Kala- 


mazoo, 
Hackett 
Creek. 

To prevent rotting and give an ex- 
pected 50-year life to the poles, they 
were pressure-treated with a 5% so- 
ution of pentachlorophenol to a re- 
tention of eight pounds per cubic 
foot. 


Construction Co., Battle 


DOUBLE ROW OF PLATES was bolted to the poles to support the 2x12 
doubled rafters. V-shaped steel plates hold the ends of the supporting 
cables. A 20’ clear height for lumber piling is available for convenient 


lumber handling. 
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They’!ll be pre-sold 
on Marlite... 

no matter which 
of these magazines 
they read! 


RMARKET. 
EQUIPMENT 


It’s a fact. Thousands of businessmen and homemakers in your come 
munity read about Marlite plastic-finished paneling in these magazine 
they subscribe to and pick up at the newsstand. And every adver 
tisement (many in full color) refers readers to you—their loca 
building materials dealer. Tie in with Marlite’s 
out advertising program... feature Marlite (in¢ 
Plank in Trendwood® finishes) in your own 
program 

It pays off in bigger sales and profits. Call your wholesal yr write 
Marlite Division of Masonite Corporation, Dept. 141, Dover, Ohio 


Marlite 


plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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‘We never have the lowest price 
and do not handle junk. We have 
been in business 43 years.’’—AMis- 
souri dealer. 


‘Sometimes price-cutting is the 
only way you can get business."'"— 
Georgia dealer. 


What Do You Do When People 


Say: | Can Buy It Cheaper’? 


Do you meet the competitor's price? Do you offer a substitute product? 
Or do you tell the customer to go ahead and buy, hoping he will come back 


after being burned? 


This is how dealers around the country handle this ticklish question. 


HAT DO YOU DO when you find your competi- 
tion under-pricing you by selling contractors on a 
“cheaper” substitute material? 

Only three dealers among those queried by A. L. re- 
porters admitted that they would cut price on standard 
brands to meet competition. 

“You can’t do that unless you want to cut your own 
throat,” declared Jack May, president and general man- 
ager, Pattillo Lumber Co., Decatur, Ga, “We either let 
the sale go by or get a second line that will have a price 
to match what the customer wants.” 

May admitted that the price factor can’t be ignored 
along with quality. 

“You're out in the cold if you don’t give equal billing 
to price. However, if the customer doesn’t want qual- 
ity, we'll give him what he wants, but we make it plain 
that he’s getting a second line.” 

“There are many price-seekers,” added May, “and we 
train our salesmen to recognize them. One of the first 
things our salesmen do is to find out what the customer 
wants to use the product for. We tell our salesmen to 
push quality first. But we expect them to analyze the 
situation and be versatile enough to recognize the price- 
seeker.” 

May says there are enough customers who don’t de- 
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mand the highest quality materials to make it necessary 
for a dealer to carry a double line in order to attract the 
whole market. 

What they said. This is what dealers who admitted price 
cutting said. 

“Sometimes that’s the only way you can get business,” 
declared J. E. Carlton, president, Carlton-Lewis Supply 
Co., Atlanta, Ga. Carlton says his firm sometimes offers 
a substitute product to meet price competition, He said 
foreign-made goods had created considerable price com- 
petition, which continues to grow. He named plywood, 
insulation board, nails and millwork as among the worst 
foreign offenders on price. 

“I have to admit, rather unfortunately, that we do cut 
price on our regular branded products when we are 
faced with undercutting,’ said Morton Exeter, president, 
Village Lumber Co., Inc., Elmont, N. Y. “We are faced 
with a dual problem. Our homeowner customers shop 
around a good deal and secondly, our competition has no 
concept of adequate markup. 

“To counteract cheaper substitutes, we play up quality 
in our newspaper advertising, promote a successful do-it- 
yourself program and try and get maximum markup from 
items that are not being footballed. 

“We have the additional problem on Long Island of a 
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loss leader started by one dealer, another following suit, 
but adding another item, until eventually the loss leader 
becomes standard pricing.” 

A. E. Huber, Sr., president, Huber Lumber Co., Nor- 
wood, Ohio, also admits meeting the competitor's price 
when he undercuts. 

“I'd say we meet competition, but we don’t go over- 
board,” Huber said. “Generally this occurs on the smaller 
sales—$10 to $15.” Huber believes the dealer must point 
up the advantages of reputation, service and quality. 
After all, he pointed out, you don’t buy a Cadillac at Ford 
prices and the same is true of lumber and other building 
materials. 

Oppose price-cutting. Nearly every dealer took the 
view that price-cutting on standard merchandise, except 
for legitimate discounts to contractor customers, will only 
lead to downfall. 

“If you ever start cutting prices on regular branded 
products,” asserted Lloyd Hendrix, partner, L. L. Hen- 
drix Lumber Co., Lubbock, Tex., “it’s hard to get the price 
back up, unless you’re having a sale.” 

Hendrix believes contractors realize the short-sighted- 
ness of buying anything but quality materials. He be- 
lieves a substitute product would be a good promotion to 
fight cheaper substitutes “if you have a good enough thing 
to promote.” 

Selling the complete package, including financing, is one 
way to meet the competition from price-cutting, points out 
Frank B. Rauch, president, Rauch Lumber Co., St. Charles, 
Mo. 

“We have this problem every day,” added Rauch. “Since 
we have been in business for 43 years, we have con- 
cluded we can never have the lowest price and do not 
handle junk, We emphasize quality items only.” 

Mike Linsalata, manager, Alco Lumber & Supply Co., 
Philadelphia, takes a different tact with his customers. 

“We tell the customer to go out and look at the ma- 
terials he is buying at a cheaper price. Then we ask him 
to look at ours and compare. When a customer says, 
‘That’s all I want, cheap stuff’, I point out there is a small 
price difference for better material.” 

Linsalata admits that it’s sometimes necessary to stock 
a cheaper substitute in order to meet price competition, 
but emphasizes to the customer the old adage, “You only 
get what you pay for!” As an example, the Pennsylvania 
dealer mentioned ceiling tile. 

“There are many brands. We bring in the cheaper 
brand, but we also stock the better brands. If a customer 
asks for the cheaper item, we show him the difference in 
price and the difference in quality.” 

The best answer to cheaper substitute competition, be- 
lieves John Syp, owner, John Syp & Sons, another Phila- 
delphia dealer, is to educate the customer on what is 
good and what is poor material. Syp accused some yards 
dealing in “cheap substitutes” with fake advertising. He 


said that some ads imply quality and brand-name items 
for the price they are selling the substitute for. 

Herman Davidson, Park Lumber & Supply Co., Deer 
Park, Ohio meets this problem by trying to secure a ma- 
terial of the same quality or reputation as the one up for 
a price cut, with a slightly lower price tag. 

“Once you start cutting prices, it’s expected of you,” 
says Davidson. His firm does not promote lower-priced 
lines, but does mention them when necessary, 

Customers frequently are just bluffing when they say 
they can get a certain product cheaper somewhere else, 
believes Mrs. Grace Watson, assistant manager, Bluffs 
Lumber and Supply Co., Council Bluffs, Iowa. 

“In such a case,” explains Mrs. Watson, “we usually 
advise the customer to buy it the cheapest place he can. 
Of course, we tell customers the importance of buying 
quality, but we never cut prices or try to provide our 
own substitutes.” 

Two Omaha dealers say they don’t try to influence the 
customer very much. 

“I try to sell a customer just what he wants to buy,” 
declared George W. Platner, owner of the firm bearing 
his name. 

Dennis F. Daly, president, Daly Lumber & Supply Co., 
says, “I tell a customer who claims he’s found a better 
buy to go ahead and get a dose of it. We stress quality 
and won’t substitute for it.” 

Must satisfy customer. You've got to satisfy the cus- 
tomer by furnishing what he wants, believes manager A. 
N. Musgjerd, Richfield Lumber, a suburban Minneapolis 
firm. 

“You’ve got to be on the ball and stock enough variety, 
If the contractor wants something cheaper, you have to 
have it on hand or he’ll go somewhere else.” 

Another suburban Minneapolis dealer, John Woods, 
said the biggest competition doesn’t come from other 
lumberyards, but from specialty firms that act as jobbers 
and sell direct to the contractors. Woods says he will 
sometimes promote a cheaper item, provided it is good 
quality and will save the contractor some money. 

When the cheaper substitute question comes up, sec- 
retary George Yates, Denver (Colo.) Lumber Co., says 
their people will suggest substitute items to contractors 
that will lessen their construction costs, “but in no manner 
do we undercut prices.” 

Customers who turn to cheaper substitutes are likely to 
come back, according to Gene McGuire, manager, Dan- 
iels- McCray Lumber Co., Kansas City. 

“These buyers find out for themselves that the prod- 
ucts and services we provided at the prices we charged 
were better buys than the substitute material. There have 
been times when we have had to lower grades to meet a 
competitor’s proposition to a builder, -but we refuse to 
lower prices just to meet a price proposed by a competi- 
tor.” 





FAMOWOOD . ... the AMAZING... 


L- PURPOSE PLASTIC for wood finishes! 


APPLIES LIKE PUTTY . . . STICKS LIKE GLUE! 


FAMOWOOD is the answer... where wood 
finishes are important. Simple to use... effi- 
cient, lasting, time-saving, when filling wood 
cracks, gouges, nail and screw holes or cor- 
recti ng defects. CAN BE USED UNDER 
4 IBERGLASS, Dries quickly, doesn’t shrink. 
wae x under adverse conditions, FAMO- 
sands easily, does not gum up sander. 
Takes spirit dye stains freely. Waterproof and 
weatherproof when properly applied. Ready 
to use—“right out of the can.” 15 pobsbing 
colors, with amazing matchless wood finishe: 


USED BY FURNITURE MFGS + SASH AND DOOR MFGS 
CABINET MAKERS + CONTRACTORS + BOAT BUILDERS + PAINTERS 
AIRCRAFT PLANTS + PATTERN SHOPS + HOME BUILDERS + ALL WOOD PRODUCTS 


request. Distributor & Dealer inquiries invited, write Dept. 704 


BEVERLY Mi MANUFACTURING COMPANY "= Anontes 3, cALir. 


Mansfacturers of...FAMOWOCD © FAMOGLAZE © FAMOSOLVENT 
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REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 


with an 


R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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1 NEW COVER for maximum dealer use 


Designed for fast reading, the new cover includes a complete listing 
of everything in the book. All basic product categories are listed and 
pages numbered. A natural development in line with American Lum- 
berman and Building Product Merchandiser’s policy of “Headline 
Talking” covers pioneered in 1959. 


2 NEW NAME for maximum dealer use 

New name stresses buying use of the book which the product data 
prepares the reader for. Kinds of product information leads naturally 
to buying function. Kinds include specifications (by types, sizes, 
uses, characteristics), estimating data, information on application 
and finishes or finishing 


3 NEW CLASSIFIED AIDS for maximum dealer use 

Classified sections have been set up to insure easiest use possible, 
quickest possible. 

Classified buying directory—A convenient index of products with 
advertisers making the item listed and pages numbered. 


Classified index for product estimating—Tables, charts and text for 
efficient estimates quickly located by reference to this up-front index 


Classified buyers’ guide to manufacturers and their products—A 
proved, well-used index long dealer favorite brought up-to-date 
with new categories reflecting changing character of dealers in the 
market. The most comprehensive index of its kind in the industry. 


Brand names directory and dealer and wholesaler association index, 
up-dated, increase reference utility of the new book 
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4 NEW PRODUCT CATEGORIES for maximum dealer use 


Product categories have been increased from 10 to 14 and have been 
overhauled to provide readers with the easiest possible classification 
to make use faster, information more comprehensive. All have been 
brought up to date. Changes made fully cover the growing product 
lines of building materials dealers and wholesalers. Changes include 
these important ones: 

Components—In line with the growing popularity of components of 
all kinds, this new section has been added. It covers not only basics 
like wall units and trusses, but also many smaller but important 
units. Typical examples are pre-hung doors, pre-fab fireplaces and 
chimneys. Steel-span buildings are also described for both farm and 
industry. Machinery and supplies for prefabbing will be in this new 
section. These include heavy duty saws, truss machinery, special nails, 
adhesives—the growing line of goods closely tied to components and 
prefabrication. 

Windows and Doors—Standard categories now divided into two 
separate categories, revised, made more complete and brought up 
to date. 

Building Specialties—Detailed editorial coverage on popular special 
ties is contained in this new section. 

Metal Building Products—The first complete presentation on the 
many new items speeding home building and cutting costs. Items 
run from bridging to framing anchors. 

Builders Hardware—The first complete data section in this field on 
an important category. The result of the growing importance of 
builders hardware to the building materials retailer. 

Farm & Home Hardware—All the hardware not strictly builders 
hardware is included in this all-new section. With this section, the 
traffic-building store merchandise popular with dealers is given new 

emphasis. 
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IMPORTANT STATISTICS—CHECK YOUR SCHEDULES NOW 


Date of Issue—Published as second 
March, 1960 issue of American 
Lumberman and Building Products 
Merchandiser March 28, 1960 
Previously second issue of January 


Display Ad Rates—Regular American 
Lumberman and Building Products 
Merchandiser display advertising 

rates apply, except for multiple page 

inserts, which earn special discounts 
See Rate Card or SRDS 


CLASSIFIED 

Buyers’ Guide 

“ ° Manufacturers 
nd Their Products 


« : 
* Fastest to Read » Most Complete » Most Up-To-Date « 


we, 
2. 


% 


« Closing Date 
February 26, 1960 (Ad copy to be set 
should be received at least 
Lumber, Pipweeg : seven days in advance of closing) 
Woedews Seeciatis Panei, "*E Praseryas oes iat a Classified Display Ad Rates 
TE: poten se UMS, Carriers $30 per column inch 
con, OM Eng $20 per column inch to advertisers also 
Putng Spcian, using display space in Product Data Sections 
Pe Basement Da ate CO Ce © Closing Dates For Classified Ade 
detey Mats Shwe a pate February 26, 1960 
pias pont Hangers ) a Seer * Circulation*: 
& tasament cose ag Totai Paid: 27,988 
] Weiter: Hartewe «0, Retail lumber & building material retailers: 24,097 
3: mat, Ore t settts, Cating Building Materials Wholesalers: 2,204 


wer Si 
Weuther stoping ™ & Screes 





os *A.B.C., Publisher's Stat t for 6 ths, 
period ending June 30, 1959, 
REMEMBER: advertising in the Buying and Product 
Data File earns a frequency rate in combination 
with your advertising in regular issues. 


WHAT THE SPECIAL ADVANTAGES ARE AND WHY 
1 MAXIMUM dealer usage and retention ¢ 92% keep the File in a handy reference spot 


until the next annual issue is received 
Getting high usage among dealers of its annual reference book is 82% use it as a selling tool 
nothing new to American Lumberman and Building Products Mer 56% use no other wean igh PEREarne 
chandiser. Look at this record, based on results of personal inter selling data Ee ye te 
view depth studies of 100 lumber and building materials dealers in 66% keep less than 50 current manuf 
48 States conducted by Daniel Starch and Staff in 1957: maintain no catalog file at all 
« The DATA File has 23% to 39% more dealer retention than ¢ 97% rate product data as “valuable 
printed product data furnished dealers by manufacturers using that it’s “not needed.” 
other means of distribution. ¢ 4 is the average number of users per Dealer coy 
An amazing 99% retention of the Data File among dealers studied REMEMBER: The All-New 1960 Bus 
? months after distribution. Sea 3h Casita east ha 
_ very high percentage using BOTH the icmy data section specifically designed to inc 
79.89%) and the Buyers’ Guide Section (87. 
Well over 50% of the dealers retaining and using the Data File 
had an annual sales volume in excess of $550,000 3 MAXIMUM dealer buying action 


use and retention statist 


As product lines broaden and as new lines come on the market 

2 MAXIMUM regular usage éuabees continue to add to their lines and types of products.* Wher 
Even if dealers do use it and do remember the product information ever they want to check a source of supply, rec all a source of supply 
and manufacturers making them, the question sometimes arises, not frequently used, find a name (whether of a manufacturer, prod 
“But how often do they use it?” uct or brand name) or check specifying or estimating data on 
Again, a comprehensive study provides revealing information on the products, dealers turn to the Data File. As that time, they are at 
extraordinarily high usage of American Lumberman and Building some stage of buying. The importance of advertising in this issue 
Products Merchandiser’s annual reference. A study of 818 lumber the most used of any in the field—is to be represented with 
and building materials dealers conducted under the direction of the right information at the right time. This will be even more 
Dr. Albert Haring, professor of marketing at the Indiana University important with the All-New Buying and Product Data File, with its 
School of Business, shows that: Design For Use that will increase even past high usage 
e 90% of the dealers studied use the Data File for reference. *Figures by major product categories are available which show in 
e 52% use it daily, weekly or monthly; 38% occasionally; 8% creasing numbers of dealers taking on additional lines and types 

rarely; 2% never. of products. 
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what's te PRICEP 


A smaller spread between reported high and low prices is a 
major characteristic of this issue’s price report from leading 
dealers, reporting on their current pricing practices in dealing 
with one-house-at-a-time contractors. As noted last time, only 
in a general way can these prices be related to prices quoted 
then; this is because the dealers reporting these prices are not 
necessarily identical to those represented last issue. 

Of considerable interest is the apparently small part played 
in price level by freight costs from mill to dealer in setting the 
contractor price. Strongly evident in both price level and spread 
from high to low are (1) local competition and (2) the indivi- 
dual dealer’s skill in getting prices higher than his competitors. 
Many price reports show clearly that dealers are successfully 
selling at prices higher than competition by using one or more 
of the principles of DSC—Dealer Sales Control. 


. . 
Current Retail Price Range 
Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 
] Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North | East South | West North [West South | Mountain Pacific 
Atlantic Atlantic Atlantic Central Central Central Central 


LUMBER: Low High | Low High Low High Low High L 
$ ' 


: : : ; : w High Low High Low High Low High Low =“ 


° 
$ $ $ $ $ $ $ $ $ 


Dimension 

Std. & Btr. green R/L 2x4 
Std. & Btr. dry R/L 2x4 
Std. & Btr. green R/L 2x10 
Std. & Btr. dry 2x10 R/L 


88. 
115. 


Douglas fir | 
i 
| 
j 91. 











West Coast Hemlock, White Fir 
Dimension 

Std. & Btr, dry R/L 2x4 

Std. & Btr. dry R/L 2x10 


Western Pines: 

Boords 
No. 2 & Btr, dry 1x8 R/L SAS or shiplap 
No. 3 & Btr, dry R/L 1x8 S45 or shiplop 








Southern Pine: 
Dimension: 
No. 2 & Btr. dry R/L 2x4 
No. 2 & Btr. dry R/L 2x10 





Boords: 
No. 2 & Btr. dry R/L 1x8 $45 or D&M or 
shiplop 


Hardwood Flooring 
Select Ook 25/32" x 2 1/4" Plain sawed 
No. | Com. Ook 25/32" x 2 1/4"' Plain sawed 


Interior Softwood Paneling 
No. 2 Ponderosa Pine R/W 


Wood Siding 
Redwood Clear All Heart bevel siding 3/4’'x10" 
“A” Cedar Bevel siding 3/4"’ x 10” 


Wood Shingles 

Cedar shingles 5/2 «1 16°’ ~ 5X | 13.50 19.50 

| 

PLYWOOD: | 

Fir, 1/4" DFPA-AD interior glue 1115. 140 

Fir, 1/4" DFPA-AC exterior glue 155. 170 

Fir, 3/8" DFPA-CD sheathing int. glue 125. 

Fir, 1/2" DFPA-CD sheathing int. glue | 155 

Fir, 5/8" DFPA-CD sheathing int. glue 1160. 180. |] 


dae eich = eoee 
MILLWORK: 
Phil. mah. (Lavon) flush door 1 3/8''-2-6x6-8 | 7.75 8.70 | 7.75 | 0 9,86 
Birch flush door 1 3/8" - 2-6x6-8 10.15 11.50 } 10 12.40 9.80 12.05 9.65 
Double hung window 2-4x4-6, set up. glazing | | 
weatherstripped and balanced 19.30 | 
= ie 


BUILDING MATERIALS: 
7.4! 6.75 7.45 


Outside white point, first grade ,. 0 | 05 | 5.85 7.40 é 7.4] , 
8d common steel nails 13.25 1 } 12. } iF 3 25 15. ’ , 13.95 18. 2.50 17. 16.75 18. 
Mineral wool insulation, full-thick bott 2 To ae 5 ee : 74.50 95. Z Ser 
Ceiling Tile 12"'x12" . 0. 20 ; . 130. . 135. 190. . yee 
1/2” insulating building board | R . ( ; ) ° 74.50 95. . . 102.50 
25/32" insulating sheathing | 135. i b q 113 145 115, 150 ° 31, 169.50 
3/8"' gypsum wallboard | 3 E | 50. 60 , 55. 65. ( . Be 
1/8” tempered hardboard | 110. 11 ? | 110 20 1100. 120. . 138.75 110. 130. a . 130.80 
215% thick butt osphalt shingles 4 iy Ze ' 8.10 8.95 A 8.25 7.50 8.90 6.50 8.50 10.55 11.90 8.50 12.50 
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8.95 10.83 





27.50 | 20.50 22.2 2 75 22 53 17.22 28.85 
sregpesiintoemnoniinijoaciansenensatneabiaeiie ines $j pn 
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“CAPRI MOSAIC TILE CENTER’ 





BIG PROFITS ARE YOURS TO TAKE IN THE GREAT NATION- 
WIDE SWING TO “DO-IT-YOURSELF” WITH MOSAIC TILE... 


Capri’s Low Cost Mosaic Tile Center Program, offers you an 
exceptional opportunity to get in on the ground floor with 
a very small investment and a sure fire guarantee of re- 
peat orders. 

Capri Mosaic Tiles are the pride of the Italian Masters . . . a real 


luxury within the reach of every American hobby loving “do it your- 
selfer.” 


Our attractive CAPRI TILE IT YOURSELF WALL DISPLAY will make it easy for 
you to become a recognized source for the world’s most famous mosaic 
tiles, 


Capri Mosaic Tiles are low in cost, easy to maintain and simple to 
install, and provide lots of fun for the family. 


Highly recommended for: KITCHEN BACKSPLASHES, BATHROOM WALLS, 
FIREPLACES, COUNTER TOPS, VANITIES, ETC. 


Our “Tile Center Program” includes a generous inventory of Capri 
Mosaic Tiles, accessories, instruction literature, PLUS FREE ADVERTISING 
MATS and a complete promotional kit. 


Ask your Distributor Salesman to show you the Capri Line NOW, 
OR WRITE DIRECTLY. 





HERE’S YOUR PROFIT MAKER 


.-- AND WHAT YOU GET 


1—“Mosaic Tile Center” Display 


100—Sheets Capri Mosaic Tile, assorted 
colors 


15—Tile Bins 
12—Individual pints cement 
13—1 Ib. packages grout 
9—Cement spreaders 
9—Tile Cutters 
2—Trivet Kits 
3—Cigarette Box Kits 
1—Wall Planter Kit 
1—Vase Kit 
1—36” round table, ready for tiling 
1—Cigarette Box, finished for display 
PLUS—PROMOTION KIT—TILE CHART— 
SALES LITERATURE 


Retail Value $291.50 
YOUR COST...*175.00 





STANDARD TILE CO. inc. 


854-868 ROCKAWAY AVENUE, BROOKLYN 12, N. Y. 








How’s Business ? 


Building Products Dealer Sales Pulse 


Marketing Regions (see mop poge 102) 


Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zene 9 
Middle South East North East South West North West South Mountain Pacific 
Atlantic Atlantic Central Centra! Central Central 


Sales: Dec. '59 vs 
Dec. '58 +10° + 5% 

12 months '59 vs 

12 months °58 A +10 
Accounts receivable 

Dec. 31, ‘59 

vs. Dec. 31, *5% t c Same 

Inventory: Dec. 31, ‘5 

vs. Dec. 31, '58 + 5! Same 
Next quarter's sales 
estimate 10% Same 
December weather Good 


Industry men become increasingly excited as FHA’s April 
| deadline draws near. Tthat’s the day when all framing and 
board lumber used in FHA-insured construction must be 
grade marked. There have been many requests to FHA for 
postponement of the order, but unless much more pressure 
develops, it is unlikely the date will be changed. The 
NRLDA cautions dealers to start adjusting stocks to comply 
with the grade marking requirement. (See A-L, Dec. 7, 
1959, page 20). 

Grading problems at sawmills are expected by members 
of the Western Lumber Marketing Association, recently- 
formed transit shipper group. In a letter to FHA, this group 
points out: “Due to lack of universal grading, the qualified 
grading bureaus have had no occasion to train enough grad- 
ers for all the mills sunplving FHA lumber.” The WLMA 
points out the problem isn’t severe in the Douglas fir region, 

ut east of the Cascade mountains and in British Columbia 
the situation isn’t so favorable. PLIB is offering grading 
services in these two regions, but this will take time, say the 
shippers. 

“There is much lumber in the yards of these mills, plus 
lumber produced in the next three months to be sold after 
April 1. . . The expense of rehandling and grade marking 
this stock would be confiscatory; a dealer cannot carry two 
inventories, one for FHA jobs and one for conventionally- 
financed jobs,” says the WLMA. Obviously mills must be- 
gin grade marking now to give dealers salable merchandise 
after April 1. 

Dry Douglas fir lumber at the end of December was sell- 


Billion Dollars 


20 





SALES OF RETAIL STORES 


(seasonally adjusted) 


Nondurable Goods 


Durable Goods 








Lid Geese eeeueeeeeee Weeueeueuel 


1957 1958 1959 





+10 +15 - 


+ 15% —10% Same Same 


+ 35% + 15% Same Same 


+ 40% +15° —10% + 10% 
+10% + 5% Same + 5% 


— 5° — 5° Same — 5% 
Fair Normal Snow Good Good Good 


inging $7.24 per M. higher than it had been a year ago, ac- 
cording to Crow’s Lumber Market News Service, with prices 
for the entire western fir-pine industry up $6.08 in the past 
12 months. Fir plywood now seems based at $72 for sanded 
panels and at $98 for 48” sheathing. 

Forecasting volume of lumber to be used in the first quar- 
ter of 1960 is difficult, says the Western Pine Association. 
Considering all factors, WPA looks to see a drop in ship- 
ments (consumption) of 5% from a year ago. The group 
sees housing starts lower than a year ago, but with a larger 
percentage of multiple dwellings and a booming non-resi- 
dential construction market. 

Mortgage money outlook remains about as it has been, 
but with prices of long-term government bonds trending 
lower. These bonds are now yielding investors nearly 5% 
net, far better than they can obtain from FHA mortgages. 
Bond dealers believe that, if the new Congress removes the 
ceiling on interest of new government bonds, the prices of 
existing issues will drop still further, boosting yields. This 
would tend to tighten mortgage money still more. At year- 
end, conventional mortgage money in the Chicago area, to 
name but one major market, was available at 6%-6'2 % on 
new construction. 

Lumber dealers appear optimistic for their own sales out- 
look during the coming three months, judging from reports 
coming to A.I. from all parts of the country. On the aver- 
age, they expect sales for the January-March period to be 
about 5%-10% above the October-December quarter, as- 
suming the weather is favorable. 


Millions 
2.0 





NEW PERMANENT NONFARM DWELLING 
UNITS STARTED (privately owned) * 


* Se ysonally adjusted, 
at annua! rates 


peter tip er tt 


1956 1957 1958 1959 











Source: U.S. Department of Commerce. 
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Regal Aluminum Products Corp 
—— Steel Corp., 
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Ruberoid Co., The 


Smith & Son, Inc., Seymour 
Southwest Forest Industries 
Standard Tile Co. Inc 
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Trinity White Cement 
Turnbuckles, Inc. 
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Wool Company 
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Weiser Company 
Wells Aluminum Corp 
Western Pine Assn 
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SPEAK RIGHT UP... 


With increasing authority American Lum- 
berman is speaking right up for retailer 
and wholesaler in this industry facing 
new conditions. Touchy subjects ignored 
by most publications-distribution tangles, 
imports, prefabbing, contractor relations 
—are researched, documented and laid 
on the table. It explains our circulation 
leadership, rising volume of reader mail. 


‘‘Have You Overlooked This?’’ 


The following manufacturers were carried 
in the January 4 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information 
Acme Steel Co. . ete ceseceeee. veer 

Write for information about Acme 
Idea Men” and how they can save 
time and operating expenses for you. 

American Steel & Wire Div., U S. Steel 18 

Offers free copy of new USS American 

Nail Catalog 
Caradco, Inc. ad aa ‘ eete 

“Bilt-Well” casements and double- 
hung window units have exclusive 
unitized sill. 

Carey Mfg. Co., Philip . ue 41 

Full-color bulletin offered on ‘Fire- 
Chex” roofing shingles 

Carey Mfg. Co., Philip | ’ 

Write for colorful literature and full 
details on Carey ‘“Ceramo the 
patented siding with the china-like 
surface 

Deniston Co. : i 

Literature and price 
available on ‘“‘Lead-Seal 
ing nails 

Dennix Products Co. 43 

Free catalog offered on Dennix ta- 

pered furniture legs 
Xarly American Fence Co. .. - 31 

Complete merchandising aids include 
floor displays, literature and sales 
tools. 

Formica Corp. E ia 

Free copy of Formica catalog of mer- 
chandising materials containing ad- 
vertising and promotion tools avail- 
able 

Gerrard, A. J. . ' 2-3-4-5 

Write for information on these new 
products—combination strapping 
unit, stretcher and _ sealer, oval 
strapping machines, and strap and 
wire cutters 

Goldblatt Tool Co. 39 

Offers free copy of the Goldblatt 
Dealers Catalog. 

Hines Lumber Co., Edward ....... 11 

Free samples and information about 
Hines Allwood Allweather siding 
offered. 

Home Planners, Inc. me sevees 

Set of 7 new ‘Convenient living’ 
Home Plan Books available to deal- 
ers at big savings 

Inland Steel Products Co. , 29 

Price lists available on ‘‘Milcor” metal 

building products 
Knape & Vogt Mfg. Co. .. . 

K-V drawer slides are perfect for 

every type of installation 
Lober & Associates, M. .. 

Information offered on Lober’s power 

mower profit potenial 
Long-Bell Div. International Paper Co. 

Get the high-volume profit story 

about Long-Bell Kitchen cabinets 
Macklanburg-Duncan Stakes 

M-D features quality building prod- 

ucts for doors and windows 
PR H Ee sc cdeccsendnednces 46 

National's Picto-Graphic cartons speed 

turnover of builders hardware. 
Pittsburgh Paint Div., 
Pittsburgh Plate Glass Co. aa 22 

Get complete information about the 
new low-priced Maestro Color Mix- 
ing machine 

ReOeW Sales Co. tie aed i 24 

Home Planners book—‘‘67 Homes for 
Town and Country"—available for 
10¢. 

Ruberoid Co. Oe nh 23 

Ruberoid Asphalt and Vinyl-Asbestos 
Floor Tile line offers wide color 
range and is backed by sales pro- 
motion and display kit. 

Safe Padlock & Hardware Co. 26 

Rust-proof aluminum hardware in 
brass, bronze or aluminum finishes. 

Skil Corp. ee ae 13 

Hardware week “Gold Key” Special 

features 612” Skilsaw Model 536 
Symons Clamp & Mfg. Co. ... ; 44 

Get dealer price information on Sy- 
mons steel stake. 

Tennessee Stove Works ........... 

Announces “Modern Maid’’—first and 
only double oven gas built-in 

Union Fork & Hoe Co. Seanees 14 

“Green Thumb” Tool Island—self- 
service merchandiser for lawn and 
garden tools—available with order 
of Green Thumb tools. 


‘ 19 
information 
metal roof- 
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( Here's the one that 


WON'T SHRINK 
This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK 
STICKS AND STAYS pify 
a) 








ee . J te 
Most dealers report™=/pLZ“HAM X& 
Most dealers report: °0 : 
“Our sales of Dur- CK HARQ fie 
ur sales of AU. A , 
ham’s Rock - Hard AROUND V7. ‘$ 
Water Pi keep ea CHAMEg 
doubling, year af a 
nie Pte poy COMPANY 
ram s hock 5 Box 805-B 
Hard Water Putty Des Moines, 
gives you by far the lowa. 
best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many p ng materials may shrink, 
fall out or ) off. Durham’s Rock-Hard 
Water Putty d in Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. e Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 112 on Handy Cover Card 


ARE YOU SELLING 
MILLWORK OR 
MODERNIZATION? 


Advertising a basement playroom 


oes not ink 














will get you a lot more consumer 
attention than promoting a price 
on moulding. 

The best way to sell home re- 
modeling “packages” is to let 
HOME Maintenance & Improve- 
ment do the job for you. Every 
issue has example after example 


of “before” and “after” home 
projects. Every article refers 
readers to the sponsoring dealer. 

Try this impressive direct-mail 
magazine to build home modern- 
ization business. Complete details 
and a complimentary copy will 
be furnished 
Published four times a year by 


free, on request. 


A{merican Lumberman. 


HOME 


Service Manager, Room 504 
59 E. Monroe St., Chicago 3, Ill. 


Maintenance 





Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line. 


Add $1.75 per insertion for blind ads bearing 


box number. 


No ogency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additioncil 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 





WANTED: Experienced Lumber Estimator 
Salesman for long established retail yard 
Must be capable and willing. State quali- 
fications and salary expected. Address Box 
K-56 American Lumberman & Building 
Products Merchandiser 





SALES REPRESENTATIVE 
WANTED 











SEND DO IT YOURSELFERS AWAY? 

DOES PROFIT COME THAT EASY? 
Sell proven quality, exclusive label paint 
priced for full 40% profit at $2.59 to $4.99 
retail. Get and keep your share of do-it- 
yourself paint profits with a low investment 
high turnover planned program. A _ free 
copy of our Paint Promotion Kit shows you 
how. Don’t miss the Spring Season. Write 
today. 
Mr. Zinc 
Box 0-191 


Proctor Paint Mfrs 
Yonkers, N. Y 





LUMBER SALES 
Well-established mid-west lumber wholesaler 
has opening for sales representatives. You. 
territory and accounts completely protected 
Rollin S. Crow, Inc., 20 N. Wacker Drive 
Chicago, Illinois 





Well known manufacturer of unfinished 
Hi-Fi Cabinets and kits, and table tennis 
tables, looking for representation to lumber 
yards, furniture and unpainted furniture 
stores. Capri Industries, Inc. 79 Clifton Pl 
Brooklyn 38, New York. 





SITUATIONS WANTED 











Thoroughly experienced sales and manage- 
ment man in wholesale and retail millwork 
and building materials available in New 
Jersey vicinity for a position requiring initi- 
ative, responsibility and good acquaintance 
with trade. Especially interested in full-time 
exclusive coverage for aggressive manufac- 
turer of building products to cover Metro- 
politan NYC area. Age 29, Married, 2 child- 
wen. Resume and trade references on 
jrequest. Address Box K-38 American Lum- 
berman & Building Products Merchandiser. 





BUSINESS FOR SALE 





FIELD SALES PROMOTION POSITION 

AVAILABLE 
Chicago Division of one of the largest in- 
tegrated lumber manufacturers has a po- 
sition open for an experienced young man 
who is ready to assume greater responsibility 
in the development and distribution of forest 
products. An excellent opportunity. Write 
experience, etc., to Box K-55 American 
Lumberman & Building Products Merchan- 
diser 





Experienced Retail Lumberman, estimator 
salesman, draftsman—capable of Assistant 
Managers Position. References by mail. Sal- 
ary & Commission. No drinkers wanted 
Rehoboth Lumber Co Rehoboth Beach 
Del. 





ENGINEERING SALES FOR 
FABRICATED BUILDING COMPONENTS 


A large and progressive Midwest lumber 
firm seeks qualified personnel in engineer- 
ing sales of various fabricated building 
components for both residential and com- 
mercial work. Formal training is not essen- 
tial. Practical experience and sales ability is 
paramount. Must work with architects and 
engineers. Ideal, for example, if applicant is 
capable of converting existing residential 
plans to basic components of trusses, wall 
panels, etc 


Write Box L-20 American Lumberman & 
Building Products Merchandiser. 
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FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Ideal 
for man and wife. Terms. Address Box K- 
62 American Lumberman & Building Prod- 
ucts Merchandiser 





FOR SALE 

Lumber and Building Materials Business in 
Bedford, Indiana. New Mill, storage build- 
ings and equipment. Fast growing business 
Excellent location with side track. Sell for 
best offer to settle partnership. Address Tom 
Black Lumber Co., P. O. Box 107, Bedford 
Ind 





FOR SALE 
Building Material and Hardware business in 
proerres rural community. Terms. Ballico 
doa ty & Home Supply, P. O. Box 5, Ballico, 
calif 


MACHINERY FOR SALE 





AUCTION—Lumbering Machinery and 
Equipment. Sat. Jan. 9 at 10 AM for Rich- 
mond Lumber Co. Inc., St. Charles, Michi- 
gan, 20 miles southwest of Saginaw. Selling 
4 Mills, Edgers, Planers, Band Resaws, Cut 
Offs, Band Rips, Stickers, Matchers, Lot 
Turners, Sharpeners, Blades, Tractors, 
Trucks. Tracks, Power Units, Electric Mo- 
tors, Trailers, Hoists, Winches, Electrical 
Equipment, 45/ Marlette House _ Trailer, 
Cherry and other Lumber and Miscellaneous. 
For details phone or write. Perkins Sales 
Service, Auctioneers, Liquidators & Ap- 
praisers, Phone MElrose 5-8304, Swartz 
Creek, Mich 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information 
THE MINNESOTA SPECIALTY CO 


119 North Fourth Street 
Minneapolis 1, Minn. 





12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 


tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 
Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 


Chicago 3, Il. 














EVERY OTHER WEEK... 


Keep in mind that this magazine is published EVERY OTHER WEEK—not just once a 
month. It therefore can and does keep you right up to date on changing sales, mar- 
keting and management methods. It will give you fresh viewpoints and new inspira- 
tion to better your knowledge of WHAT TO DO and HOW TO DO IT. 
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MANAGEMENT WORKSHOP-IN-PRINT 


Helping Sales Manpower 


Grow on the Job— 


(The second of a series of three) 
(A lot of attention has been given in our workshops to the problem of adequately pre- 


paring for the sale before the call. Here is a check list covering the best thinking to date 
on this phase of selling) 


PLANNING A SUPERIOR SALE ON EVERY CALL—THE PRE-APPROACH 


In Grading give yourself 4 points for Excellent, 3 points for Good, 2 pts. for Average, 
1 pt. for Poor. Note progress every 6 months 


Grade yourself 7. Plan several ways to determine 


. Keep your selling objectives in 
mind 


2. Set your goals specifically 


. Determine the common-sense ap- 
proach—question your way in 
with a customer’s problem analy- 
sis 

. Keep it simple, colorful, dramatic 
and enthusiastic 

. Know your individual customer’s 
problems thoroughly and in de- 
tail and know as many of the an- 
swers as possible 

. Seek a new and better way to 
serve each individual customer 

. Plan to become a member of the 
“3 package sales a week” club 

. Know the likes and dislikes of 
your individual customers 

. Know something about your cus- 
tomer’s hobbies and family 

. Plan more calls than other superi- 
or salesmen 

. Use the telephone to (a) save time 
(b) clinch opportunities 

. Don’t dodge disagreeable prob- 
lems or necessary tasks 

. Look for sales help if you need it 
. Learn your competitor’s strategies, 
tactics, methods and the advantage 
and disadvantages of their prod- 
ucts and lines 

. Apply new and creative ideas to 
individual sales 

. Never trust to luck or condone in- 
efficiency 

. Concentrate on the job at hand 

. Learn a pre-planned demonstra- 
tion for each product and package 
. Develop complete product files 
that answer all questions 

. Expand your objectives as each 
temporary goal is reached 

. Make a master proposal for each 
big ticket package 

Hold a genuine interest in each 
prospect and his objectives 

. “Case” the individual sale—the 
more you know and the better you 
are prepared, the more certain the 
sale 

. Anticipate the objections and be 
ready with the answers 

. Make a complete list of buyer ben- 
efits in each big ticket package 

. Leave your personal problems be- 
hind. Concentrate on what you are 
planning to do to help the buyer 


Date every 6 months 
































whether the buyer is ready to be 
closed 


. Plan a friction-less close—a choice 


between or among two or more al- 
ternatives is usually the best way 
Make a pre-call check of invoices 
to see what the customer has re- 
ceived since the last call 

Find the back-order status, if any 
Learn the proper pronunciation of 
the prospect’s name 


. Get your objectives, goods, targets 


and quotas sharply defined 


. Secure all important facts and data 


which will help each individual 
sale 


. Find the nature of the prospect's 


employment and his approximate 
earnings 


. Group calls geographically to save 


time and money—use telephone 
for same purpose 


. Watch for helpful news in news 


papers and business press 


. Determine if possible any difficul 


ties prospect may be having with 
his past suppliers 


. Keep profit production in mind 
. Ask your regular customers for 


leads 


. Learn a great deal about building 


activity, actual and potential, in 
your territory 


. Never make call backs blindly 


Have a specific objective and a 
specific: contribution to make each 
time 

Become expert in the estimating, 
price and application of your 
products 


. Pre-plan each day’s activities 
. Allow for customer's time prefer- 


ence 


. Do some “prospecting” every day 
. Try out new selling ideas 
. Schedule most productive call fre- 


quency for each customer and 
maintain it even if you have to use 
the telephone 

Make a detailed list of every 
product service and feature we 
have that no competitor can dup 
licate 

Maintain a management viewpoint 
of your customers and territory 


. Plan to hold a curbstone confer- 


ence with yourself after each call 
to find out where your Pre-Ap- 
proach was faulty 


Total points— 
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Just the solution for that Christmas tie—grow a long beard. 
* + * 

A drunk staggered home and made his way through the 
house. As he groped about he staggered into the shower and 
turned | on the water. It made so much noise it awakened his 
wife. She was infuriated to see him making such a mess of the 
bathroom so she read him the riot act concerning his past, 
present and future. 

“You’re absolutely right, honey,” agreed the drunk. “I’m 
everything you say and more but please let me in. It’s raining 
out here.” 

* + * 


She te her: “Did you get that mink coat to keep you warm 
or quie.?” 
+ ” ~ 

Overheard: Yeah, on the outside Joe is lowdown and mean. 

But underneath he’s just the opposite—mean and lowdown. 
7 * * 

Sure enough, this new year is going like sixty but are your 
sales moving at last year’s speed? Then consider this. The 
MAUK Lumber Co. supplies only name brand merchandise. 
Our every product is already known, tested and accepted by 
the buying public. 

Once you take stock of your sales problem you'll take stock 
from MAUK forever. Start today. Call MElrose 3-0300. 

* * * 

Simpfe Celia is terribly worried. She heard some news com- 
mentatior say that men are going to be replaced by machines. 
* * * 

An office girl went to a nearby cafeteria during her lunch 
break, got a trayful of salad greens and buttermilk, paid the 
tab and started looking for a table. Busy lunch hour, no empty 
tables. Finally she sat down at a table with a very proper 
and dignified old lady. 

They ate silently, not exchanging a word until the office girl 
finished and lit up a cigarette. The little old lady gasped, “I'd 
rather commit adultery than be seen smoking a cigarette in 
public!” 

The office girl nodded, 
an hour for lunch.” 


“So would I but I have only half 


¥ * od 


. 

Do You Know What Dep't: 

Do you know what an old fashioned girl was? 
stayed home when she had nothing to wear. 

Do you know what an optimist is? The guy who sits in the 
last row of the balcony and winks at the chorus girls. 

Do you know what MAUK is? The one right source for 
every right product. 

The MAUK Lumber Co. 


* ” * 


One who 


MAUK Seattle Lumber Co. 
Seattle, Washington 


* * @ 


" Toledo, Ohio 
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new LITERATURE 


Time-Saving Card—See Back Cover 


“New Color Horizons” is the title of a new 38-page systems 
catalog providing a comprehensive treatise on rust and corro- 
sion control by protective coatings. Highlight of the new man- 
ual is the Rust-Oleum New Color Horizons System that stops 
rust and provides lasting beauty in a system of specially for- 
mulated primers and colorful top coatings. An attractive gate- 
fold spread unveils 67 actual color standards in the new system. 

Other Rust-Oleum systems described in detail are the Water 
Resistant System, Heat Resistant System, Floor Coating Sys- 
tem, Heavy-Duty Chemical Resistant System, Galvanized Metal 
Coating System, Wire Fence Roller Coating System and the 
new Rust-Oleum Speedy-Dry System featuring coatings that dry 
in less than 30 minutes. For a free copy, request Rust-Oleum 
Form No. 259 from the Rust-Oleum Corp., Dept. AL, 2799 
Oakton St., Evanston, Ill. 

Circle No. 251 on Handy Cover Card 


Do-It-Yourself Railing. A new two-color, four-page bulletin 
fully describes the manufacturer’s Easyfit adjustable, super- 
strength wrought iron railing and columns. It graphically illus- 
trates the many Easyfit designs available in both railing and 
columns and shows how each can be used to advantage for 
both inside and outside installations. For a copy of the new bul- 
letin, write to Howard Green, Locke Mfg. Co., Dept. AL, Lodi 
16, Ohio 

Circle No. 252 on Handy Cover Card 


Power Blade Saw. A new 16-page illustrated guide to wood- 
working projects shows how a handyman or farmer may use 
the Wright Power Blade Saw to fell trees and accomplish such 
varied projects as building a log cabin, retaining wall and 
rustic furniture. It also shows how to make a log-slab patio 
and walk, a floating boat dock and a duck blind. The booklet 
may be obtained direct for 10¢ a copy. Wright Power Blade 
Saw Div., Thomas Industries, Inc., Dept. AL, 410 S. Third St., 
Louisville 2, Ky. 

Circle No. 253 on Handy Cover Card 


“Bright Ideas for Lighting Your Home” is the title of a new 
eight-page folder illustrating fixtures that will bring each room 
alive with light. It contains dozens of suggestions for making 
the home a warmer, more charming place with the addition of 
decorative lighting and accent lighting. New uses for overhead 
fixtures, positioning of reading lamps and spotlights also are 
illustrated. Progress Mfg. Co., Inc., Dept. AL, Castor Ave. & 
Tulip St., Philadelphia 34, Penna. 
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Sliding Door Hardware. A colorful 12-page catalog an- »« 
nounces the entry of Acme Builders Hardware Div. into the 
contract hardware field. Ten completely packaged set series are 
offered featuring four-wheel hangers of unique design for use 
on doors weighing up to 100 pounds each. A copy of the Se- 
ries 1000 catalog may be obtained by writing to Acme Appli- 
ance Mfg. Co., Dept. AL, P. O. Box 575, Monrovia, Calif. 

Circle No. 255 on Handy Cover Card 


Plumbing Fixtures. A new 96-page, two-color catalog now 
available shows Gerber’s complete line of brass, vitreous china 
and steel enamel ware and includes many new items and special 
product features recently introduced by the firm. Each item 
is photographically illustrated. Dimensional drawings give all 
essential measuremerts and complete installation data. A sec- 
tion on packaged bathrooms enables a dealer to order complete 
bathrooms without itemizing fixtures. Gerber Plumbing Fix- 
tures Corp., Dept. AL, 232 N. Cark St., Chicago 1, Ill. 

Circle No. 256 on Handy Cover Card 


Builders Hardware Specialties. EPCO’s new No. 20 catalog 
contains 79 products including the manufacturer’s complete 
family of friction and magnetic catches for doors and cabinets, 
its full line of track, guides and glides for sliding glass and pan- 
el doors and its full line of pulls for doors and hardware. Each 
item is illustrated. The 20-page catalog may be obtained free of 
charge by writing to The Engineered Products Co., Dept. AL, 
P. O. Box 118, Flint, Mich. 

Circle No. 257 on Handy Cover Card 
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service, and 
friendly folks 
are the same! 


‘\fouthwest 
FOREST INDUSTRIES, 


(formerly Southwest Lumber Mills, Inc.) 









































General Sales Office: P. 0. Box 908 + Phoenix, Arizona 








Eastern Region Sales Office: 135 S. La Salle St. » Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


Mills: Flagstaff, Arizona » McNary, Arizona « Corrigan, Texas 


a _ Ae See Bi : 


MANUFACTURERS AND DISTRIBUTORS OF QUALITY WOOD AND PAPER PRODUCTS 
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Slay Competitive... 
Use This Handy 
Cover Card... 


to get details fast on the latest new products, 


sales aids, equipment and helpful literature. 





Kasiest to use - 


Keep the card folded out as you go through the 
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your business. 
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inquiry to the manufacturer. No postage is re- 
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